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Il am 


Columbian Dan 
The Tape-Marker Man 


I want a home in the window of every 
Dealer who sells 


Columbian 
Tape-Marked Pure Manila 


Taos UZ wom Rope 


LOOK 


With me, I will bring an actual combed 
aes pe out sample of the famous Columbian 
ee | Tape-Marked Rope and promise to at- 
Name of the Maker tract the attention of people passing 
Columbian Rope Company | your store and to let them know that 
| | you sell Guardnteed Columbian Rope. 


ammo 


When you are satisfied with my per- 
formance in the window, I will stand on 
the floor inside your store and stimulate 
more interest in Rope Sales than any 
dealer-help you have ever had. 


The Columbian Rope Company will 
send me free of charge to any dealer 
who sells Columbian Rope. Ask for 
Columbian Dan and give the name of 
the Jobber from whom you buy Colum- 


a " . by J 


te al “4 


D | | 
il bian Rope. 





Columbian Rope Company 


352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches :— New York Chicago Boston New Orleans 














‘ 


alain ponent — 








HARDWARE AGE 


March 17, 1927 


hey Say- 


Little Giant Screw Plates 


bring both margin and turnover 


HIRTY-NINE hardware merchants have written us about their experiences with the No. 


157 Assortment of G@eQ@iant Screw Plates. 


What they say makes one stop and think. 


Their letters prove we are right—that Screw Plates CAN be displayed—and that proper dis- 


play will make sales. 


Every jobber, retailer or mill supply house handling Screw Plates should have the No. 157 


Assortment and display stand. 


in buying. 


Read what a few dealers have told us. We will tell you who they 


are, too, if you want to know. 


“*Ccentlemen: 


“We received the Assortment some time 
ago and immediately set it up on our floor 
and have noticed that it attracts quite a lot 
of attention. We have sold some of the 
Screw Plates and reordered. We believe 
that the display was directly responsible for 
our selling these Screw Plates. 


“Yours truly,” 


“Gentlemen: 

“The Screw Plate Display Stand pur- 
chased from you has been a great merchan- 
diser for us in the way of making sales. 


“Yours very truly,” 


“Gentlemen: 


“We are nsing the Screw Plate Rack with 
the Screw Plate displayed thereon. It is 
on our main floor in a prominent place and 
has aroused considerable favorable comment 
and interest and has caused some actual 
sales. 

“Yours truly,” 


“Gentlemen: 
*“‘We have used the Display Rack continu- 
ously since we received same. It has 


aroused considerable interest and we have 
been able to trace several sales to it. 


“Yours truly,” 


' 

; Greenfield Tap & Die Corporation, 

s Greenfield, Mass. 

| 

: Send me information regarding your 157 
' Assortment including free display stand. 
f 

: 

. ae 66840608 64SSO Ob 5O0 469464666 
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‘Gentlemen: 

“We beg to advise that we have used your 
No. 157 Assortment and /jhave sold quite a 
few sets in this rack. We have used it in 
the front of our store and it has aroused 
considerable interest. 


“Yours very truly,” 


(Later this customer tells us that he had 
reordered the Screw Plates in this Assort- 
ment three times in three months, giving 
him a turnover of twelve times a year on 
Screw Plates. Think of it!) 


‘Gentlemen: 

‘“‘We are making good use of this Display 
and it attracts the attention of a good many 
customers who come into our store. Mur 
sales organization is interested and we can 
say it meets the purpose just fine. 


“Yours truly,” 


“Gentlemen: 

“We have not had your Display Stand in 
long but we have had good results so far, 
and feel sure that it is going to help our 
sale of Screw Plates. 


“Yours very truly,” 


Come & 


It will not only make sales and profit for you, but you can save 
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Little Giant Screw Plate As- 
sortment With All Metal 


Display Stand. 














CORPO 


RATION 














GREENFIELD. 


New York: 15 Warren St. 
Detroit: 224-226 W. Congress St. 


( GREENFIELD ; TAP AND DIE 
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Chicago: 13 So. Clinton St. 
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The Drug Stores Are in the Liquor Business 
and the Saloons Do Undertaking as a 
Side Line 


In this day and age when everybody is making everybody else’s pet 
specialty it might not be amiss to call attention to the fact that only 
EMPIRE can make an EMPIRE LEVEL. 


EMPIRE has established a standard of construction that stands 
alone. Look at the finish, the construction, the well thought out 
features and the precise accuracy that marks EMPIRE LEVELS 
and you will appreciate the inimitability of these fine tools. 


Then consider the exclusive features—the patented touches that dis- 
tinguish the EMPIRE LEVELS. The interchangeable vial case 
feature, making it possible to replace broken glasses quickly, easily 
and inexpensively, which can be had in both wood and aluminum 
levels—in Mason or Carpenter Levels. 


The aluminum bound levels—an EMPIRE development—giving 
these tools extremely light weight is another important feature that 
distinguishes the EMPIRE LEVEL. 


EMPIRE LEVELS represent more than a mere design, they re- 
flect an ideal; a deep seated desire to make the finest level that 


human skill and modern machinery can devise. That is why only 
EMPIRE can make an EMPIRE LEVEL. 


EMPIRE LEVEL MFG. CO. 
Milwaukee, Wis. 


an, EMPIRE 
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The Pexto Peerless No. 600 Plier is a tool 
for the real mechanic. It is made to stand 
the hardest use and do the toughest job. 
As fine a Plier as can be made. Particu- 
larly adapted to the lineman who requires 


a plier of unusual merit. 


A trial would be convincing. Order an 
assortment consisting of two No. 600— 
8 inch Pliers and one display card. The 
three-color card is included without extra 
charge. It makes an attractive counter or 


window display. 


The Peck, Stow & Wilcox Co. 


Southington, Conn., U. S. A. 
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the PEERLESS No.600 Plier 
cuts LOOOOLb.Guy Wire 
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A SUPER PLIER 


Side cuttin 
Lap joint 


Beveled head 
Special Analysis 
Steel 
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ARE YOU PROFITING 
BY THIS NEW MARKET 


The opportunity for the sale of 
hand saws in the hardware store is 
greater today than it has been in 
many a year. 


: A new saw market is here—an ac- 
tive demand on the part of carpen- 
ters and other saw users. 


They are buying Lightweight 
Saws. Even carpenters with com- 
plete saw kits are adding one or 
more Lightweights. 


Why? Today’s method of build- 
ing has taken away much of the 
heavy sawing. The need for a wide, 
heavy blade to give weight to the 
stroke is passed. 


So carpenters are choosing the 
narrower blade and the lighter 
weight of Disston Lightweight 
Saws. 


Disston has so perfected this type 
of saw that it has all the cutting 
efficiency, the “hang” and balance of 
the regular Disston line. 


You can offer 
your trade prac- 
tically every 
Disston num- 
ber in a Light- 
weight model. 
Stock those 
that are popu- 
lar in your ter- 
ritory. And dis- 
play and talk 
about them. 


‘ With Disston 
Lightweights 
and your regu- 
lar Disston 
Saws you have 
a complete saw 
stock to fill any 
call. 


Ask your job- 
ber. 


SOME POPULAR 
DISSTON 
LIGHTWEIGHTS 





ttern) Saw 








Disston No. 16 Lightweight 
(Ship Pattern) Saw. 






ge 





Pattern) Disston No. 12 “Tiguaesigne (Ship 
Saw Pattern) Saw 








Disston D-115 Lightweight Saw 


Finishing Trowel 


HARDWARE AGE 


“BOOSTED OUR SALES,” 
SAY DEALERS 


New Disston Trowel Won 
Instant Approval of 
Plasterers 


A thin, flexible blade of Disston 
Steel which had unusual strength, 
toughness, and wearing qualities. 


That is the feature of Disston’s 
No. 28 and 38 Finishing Trowels 
which won widespread approval as 
soon as they were introduced. 


Today’s quick-drying plaster did 
not require a heavy trowel to key 
it to the lath. 


So plasterers wanted less weight 
—flexibility—and wearing qualities. 
They discovered all three in these 
new Disston Trowels. 


Like many other dealers you can 
boost trowel sales. Order Disston 
No. 28 and 38. No. 38 has the spe- 
cial shaped handle with plenty of 
knuckle room. This permits the 
trowel to rotate in the hand—a good 
feature for overhead or arch work. 


Disston No. 38 























JAMES A. NICOL 


A SCOTLAND MEMBER! 


“‘We have sold Disston Saws from 
the day that they were introduced 
into Great Britain, and the writer, 
personally, has sold your goods for 
this firm for at least thirty years. 

“I can safely say that 75% of the 
saws sold by us are of Disston make. 
We want to join your 25-Year 


Club.” 
JAMES A. NICOL, 
Ferrier & Alston, 
Edinburgh. 





The Disston 25-Year Club is com- 
posed of hardware retailers in whose 
stores Disston goods have been sold 
for 25 years. If you are eligible, mail 
us your application. 





Disston ~ 7 Lightweight (Ship 








UNIQUE LEVEL ADJUSTMENT 
INSURES PERMANENT ACCURACY 


The trouble with most level ad- 
justments is that they get out of 
order themselves. 


So Disston invented an adjust- 
ment that is simplicity itself,—yet 
accurate and reliable. There is 
nothing to get out of order. Rust 
can not impair it. 


Two screws control the entire ad- 
justment. They work in one end 
of the casting which holds the level 
glass. 


The flat head screw pushes this 
casting down. The round head 
screw forces it up. (See cross- 
section.) 


The level is adjusted by raising or 
lowering the glass at the end where 
these screws are located. 


When you get the bubble true, 
just turn the flat head screw down, 
and the round head screw up until 
they hold the casting rigid. 


_* Zh 


Disston 
Adjustment 
for Plumb and et 
evel 


How It Works 


Casting holding level glass is 
pressed down by flat head screw 
and pressed up by round head screw. 
Glass is held firmly in adjustment 
by the screws working against each 
other. Screws work in wood. They 
will not rust. 
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Published by HENRY DISSTON & SONS. INC., Makers of ‘The Saw Most Carpenters Use,’” PHILADELPHIA, U. S. A. 





HARDWARE AGE March 17, 1927 








The best known 
and known as 


THE BEST 





PERFECT 
TEMPER 


KELLY HAMMERS MAINTAIN THE RECORD 
OF KELLY MERIT 


KELLY “VANADIUM” 


Drop Forged from a NEW steel of VANADIUM ANALYSIS 
recently developed and made EXCLUSIVELY FOR US. 


TOUGHER and STRONGER 


THE than any HAMMER steel 
FINEST SB heretofore produced. 

a THE 
CARPENTER , C8 
HAMMER pra 





MW No. 21/%2—16 oz. head. Retail price, $2.25 each. 
No. 22 —13 oz. head. Retail price, $2.25 each. 
Hexagon neck, Round head, re-inforced ‘“Bite- 

Tite” claw. 
High polish finish. 
Special shape, second growth hickory handle. 
Each “Vanadium” tool is packed in an individual carton. 


LCHeOrZr< 


eXeleveveveXevevexeXvexexexe) 


These hammers have made a hit; new, attractive finish; very striking; 
THEY ARE EXCEPTIONAL VALUE AND THEY LOOK IT 
FAST SELLERS—QUICK TURNOVER—FAIR PROFIT 





Falls City” VF "Yellow Hammer” 
No. 30142—16 oz. Oct. neck, Round head. No. 3012-16 _ Oct. neck, Round head. 
Polished, with Green enameled neck and claws. Gun Metal — ie z ellow Enameled 
Retail price, $1.25 each. ro a en 
Retail price, $1.25 each. 





“Falls City” (es f “Hand Made” 
No. 11'42—16 oz. Bell face, Black, forge finish. 


i No. 11%2—16 oz. Bell Face. Polished. 
Retail price, 75c each 


Retail price $1.00 each. 


Kelly Axe & Tool Co. Charleston, W. Va., U. S. A. 
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| | Sell screen-door protection 


Screen doors get lots of abuse. 


Screening tears. The flies come 
in. Your customers will appre- 
ciate Stanley screen-door guards. 
These guards protect the screen- 
ing where it is most liable to tear. 


sath ame dila-(- Me oleMm Ze] 0l ammo) 2a mmmolele) 
and prove their usefulness by 
ro -aatelat-tee-balelae 











Selling points of 
Stanley Screen-Door Guards No. 1737 


1. Reinforces screen door and protects wire cloth. 


2. Placed on bottom of door, they serve as an excellent 
protection in homes where there are children. 











bG i 


3. Convenient and handy as a push bar. —_ 





4. Three are recommended for every door to secure 
maximum service. 






Stanley Wrought Steel 
5. Made in two lengths— 28” and 30’’, suitable for any . Screen-Door Guards 


™ standard-size screen door. No. 1737 


6. Packed one dozen in a box with screws. 


( ie ”, 


THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 


STANLEY 
~~. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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It does not take a crystal gazer to. 


predict the results of stocking 
files stamped with Nicholson File 
Company trade marks. 


Increased file sales are bound to 
result. For these trade marks are 
stamped in thousands of minds 
as standing for every good thing 


that can be put into making files. - 


HARDWARE AGE 


There is another healthy result— 
increased business throughout the 
entire tool department. For cus- 
tomers are quite apt to judge all 
merchandise in a store by the 
particular goods for which they 
spend their money. 


The confidence they feel in files bear- 
ing Nicholson File Company trade 
marks will reflect itself in general sales. 


NICHOLSON FILE CO., Providence, R.1., U.S.A. 





—A File for Every Purpose 
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Cl Naeiet now in the gigantic billion-dollar poultry 
industry, there are a million and more minds 
“with but a single thought:” to get everything 

in readiness for the coming season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 


Today in your trade territory, 
there are scores of potential buy- 
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ing time in the ~ 


ollar Poult 


Poultry-men everywhere recognize U. S. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without 
buckling or sagging. 

They appreciate its greater 


A Billion Dollars “7 °onomy, its superior strength 


‘and its longer years of service. 


ers figuring their requirements. Every Year Nothing else will do 
Tomorrow they will buy. (THE rapidly growing poultry industry represents R d t tocks of U. § 
m a greater potential market for dealers than ound o our Stoc = ie 
And, while it is buying time ever before. The annual income from poultry she ee 


for the poultry raiser, it also is 
selling time for the dealer. 

Now is the time to go after 
this profitable business. Build 
your sales campaign around U. S. 
Poultry Fence. It will bring new 
customers to your store and put 
money in your cash register. 


now averages more than a billion dollars a year. 

The number of chickens on the farms alone in- 
creased from 579,000,000 in 1922 to 678,300,000 in 
1924. Latest government estimates disclose that 
the production of chickens on farms in 1925 was 
4.2 per cent greater than in 1924 and that the total 
value was about 12 per cent greater. Farm egg 
prices in 1925 averaged 30 1/2 cents a dozen as com- 
pared with 26.4 cents in 1924. The total value of 
the egg crop alone increased from $521,574,000 in 
1924 to $610,241,580 in 1925. 


Poultry Fence now. Representa- 
tive Jobbers in your territory will 
fill your orders ey, If you 
do not know the name of the 
U. §. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 

Muncie, - Indiana 





This year specify U. S. Poultry Fence---not just “poultry netting.” 
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"The Netting That Stands 3 
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Smallest brass hook or 
costliest lock unit 


—— must conform to same 
) Sargent standards 


SARGENT bright-wire goods and 
brass cups and screw hooks are 
famous for their uniform quality. 
The same careful attention given to 
the manufacture and inspection of 
Sargent builders’ hardware insures 
good points and threads in Sargent 
bright-wire goods. 

Besides the screw eyes, screw 
hooks, hooks and eyes, and brass cup 
and screw hooks pictured here, there 
is a great variety of wire goods— 
awning eyes, “S” hooks, coat and hat 


hooks and others to meet your every 
requirement. 


CONVENIENTLY PACKED 
IN 25’s—50’s—100’s 


a va (a (ais i) ye are 
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The decimal system of pricing and 
packing Sargent goods simplifies 
figuring and saves your time in arriv- 
ing at the price for any given quan- 
tity. Sheets showing prices by the 
hundred as compared to the old list 
by the gross and giving quantity in 
box of each number will be sent upon 
request. 


SARGENT & COMPANY 
Hardware Manufacturers 
NEW HAVEN, CONN. 


New York: 92-98 Centre Street 
Chicago: 150 North Wacker Drive (at Randolph) 
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Screen Wire Cloth 
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BE SURE YOU GET 
GALVANOID 


STANDARDIZE ON THE 
STRONGEST LINE—AMERICAN 
BRAND SCREEN CLOTH 


We offer you a complete line of screen 
cloths under one brand—‘“American.” 
This line includes the largest selling 
screen cloth on the market—“American 
Galvanoid”; and the most popular cloth 
of the highest grade — “American 
Bronze.” 

American Galvanoid holds its color. It 
does not sag. It lies flat. It is durable. 
Its heavy coating of zinc applied after 
weaving resists rust. 

For those who prefer a bronze screen 
wite cloth, none better is made than 
American Bronze. It will last as long as 


the frames that hold it. 


Simplify your line. Standardize on the Amer- 
ican Brands. Write for window display and 
booklets that will help you sell small tools and 
accessories as well as screen cloth. 


AMERICAN WIRE Fasrics CORPORATION 
Subsidiary of 
WICKWIRE SPENCER STEEL COMPANY 
General Offices: 
41 East Forty-second Street, New York 


Western Sales Office: 
208 South LaSalle Street, Chicago 


Worcester Buffalo Cleveland Detroit San Francisco Los Angeles Seattle 


~<-———e8e ww eo ewewoeenennnnne = «= oewe wv an eeeexeeneae «= = « 


AMERICAN WIRE FABRICS CORP. 
Dept. 317-HA, 41 East 42nd St., New York City 


Please send me booklet ‘‘The How of American CGalvanoid.”’ 


NN a lee a oe le wiles ah , Tn eee 1 aah oe 
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WICKWIRE SPENCER 
PRODUCTS 
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AMERICAN 
SCREW 
COMPANY 














Wood Screws Machine Screws 
Stove Bolts Tire Bolts 





Largest Stock 
Greatest Assortment 


“aon waning 








Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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Clinch Rivets 








— / 


—— by the keenest 


buying brains i in the country 


As quality is always a first consideration 
with us we know that the metal used in 
our rivets is absolutely “right” to start 
with. This is also true of the fabrication 
of the metal into the finished product. As 


proof of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 
make. 


Le 2 ee ee 


TUBULAR RIVET & STUD 
meee COMPANY 


J. lL. anvess 
Neg | Telegraph Build 


Francisco, California: B O SS - O N 
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Always Made From Open Hearth Steel 





The long service that poultry owners get from 
WICKWIRE BROTHERS Poultry Netting is due 


largely to the materials used in making it. 


In all of our Poultry Netting, as well as all of our 
wire products, we use Open Hearth Steel Exclu- 
sively. This steel is far more rust resisting than 
Bessemer. The good galvanizing adds to this pro- 
tection. 


WICKWIRE BROTHERS 
Hexagon Poultry Netting 


LooKING INTO 
THE Future 
The wire used in this netting is drawn right here in 
our own mills at Cortland. All processing through 
the Steel Plant, Rod Mill and Wire Mill is done 
under our personal supervision. For more than 50 
years WICKWIRE BROTHERS products have 


been known for their unvarying quality. 


All three styles of Poultry Netting, Hexagon, 
Graduated and “W. W.” are furnished either gal- 
vanized before or galvanized after weaving. 


Our Galvanized Poultry Staples are also a quality 
product. 


Your Jobber will supply you. 














i j 
A» /™ 
a 


——— 


(YY 





YYY 
“\/\ | 
\ 


SSSTSSESESESSSSSERESESSS 














March 17, 1927 HARDWARE AGE 15 


~~ eos 


¥ 2. 


* 


a 


a 


%, “em be 
i. 


‘A Point to 


Remember 


LL wire nails look somewhat alike. 

Points may be just as sharp; shanks 

just as straight; heads just as accurately 

centered. But the important point to 

keep in mind about Wheeling nails is 

that their strength, bend-resistance and 

long life is provided for from the time 

the crude iron ore is taken from 

Wheeling-owned mines. Every opera- 

tion in producing the Open Hearth 

» Steel, drawing the wire and forming the 
From Mine nails is carried out under one control 
to Market” | that insures a single high standard 
of quality. It is good business to specify 

Wheeling nails when ordering from 


your jobber. 


WHEELING STEEL CORPORATION 
WHEELING, W. VA. 
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Consider These Selling Features 
When You Buy a Stock of 
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Farm and Garden Tools 











1. Handles made of tubular steel. ‘Tough and rigid, will 
stand the hardest wear without cracking or splintering. 


2. Strong as steel can be, but light as wood handles. 


3. Cork covered handles. Smooth and comfortable—just 
like taking the glove off your hand and putting it on the 
handle. Will not blister, raise callouses or shed splinters. 


4. No “seconds” or imperfect tools. Only one grade of 
CORKSTEEL tools are made—the best. 


5. All the best selling styles and sizes but the CORKSTEEL 
line is not burdened by slow sellers. 


6. Handles are welded or riveted to the tools so they are 
practically one piece. They cannot come off. 


. CORKSTEEL tools are made of the best grade of steel, 
forged by men of long experience and ability in this work. 


. Every CORKSTEEL tool is guaranteed to be stronger, 
to last longer and to give better service than the best tools 
now made with wood handles—and they cost no more. 


ee ee 


HESE features are built into this new and 

better line of tools—every one will bring 
you quicker sales and better profits. There 
is still time to get in your spring stock. Order 
an assortment with our warranty that these 
tools will do anything that it is intended a 
fork, hoe or rake should do. 


The CORKSTEEL line includes the The Connors Hoe & Tool Company 


most popular forks, hooks, rakes and 
hoes. Packed in half-dozen bundles. 


Catalog sent upon request. Columbus, Ohio 
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15 Years Ago~ 
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Stocked Plymouth Rope on Its Reputation 


The firm of Conklin, Tubby and Conklin conducts a 
fine “General store” at Roslyn, New York. It is a good 
trading Center. 


When customers want quality they go to this store, 
which has a name for handling goods of recognized 
quality only. 


Fifteen years ago they stocked Plymouth Rope. At that 
time they knew it only by reputation. Now they know 
it from personal experience and the satisfaction it gives 
their customers. They have found it decidedly profit- 
able. 








If your Jobber doesn’t handle Plymouth Rope write us 
for name of nearest Distributor. 


Plymouth Cordage Company 
North Plymouth, Mass. 


PLYMOUTH 


In addition to a large stock of ““General merchandise” 
they carry a hardware stock of over $25,000, including 
all sizes of Plymouth Rope from 4” to 142”. They do 
a very large rope business. 


- They sell a great deal to estates, also painters and con- 


tractors in their vicinity, and occasionally make special 
window displays of rope. 


When the photographer called, Mr. R. Tubby, one of 
the firm, was addressing a letter to Baker, Carver & 
Morrell (Plymouth Distributors in New York) for more 
Plymouth Rope. 


Welland, Canada cy. 
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"OR Bicycle 10” 
Rs olis Ball Bearing. 
71B Bicycle 11” & 
Ro is Ball Bearing. 
Warranted for 3 
vears for family 
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“ANCHOR BRAND” 
CLOTHES WRINGERS 


Lovell Manufacturing Co. 
ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World. 





Have been true friends to housewives for over a pRCHOR 

generation. : 

The satisfaction they give makes more sales and. wins 

more friends. TRADE 

Stock ANCHOR BRAND WRINGERS and profit by 

this friendship. 

Best on Earth. Every One Warranted. : 
L.M. CO. 
ERIE. PA. 




















WOOD Handles like Putty 
Hardens into Wood 
Multiple uses include filling 
floor seams, old screw holes 
and mending woodwork of all 
kinds—far more useful than 
putty. 
PLASTIC WOOD can be 
moulded in the fingers—will 
adhere to metal as well as to 
wood. When hardened can 
be whittled, sanded or turned 
in a lathe. Will take paint, 
stains and varnish. Nails and 
screws will not split it. 











Hardware and paint dealers find PLASTIC WOOD a 
consistent seller all year. Display cartons and National 


Advertising stimulate sales. 


ADDISON-LESLIE COMPANY 
10 Bolivar Street, Canton, Mass. 

















ALL-STEEL SPECIALTIES 


Trowels and Weeders 





Hand Weeder 





Heavy Duty Dust Pan 













Dandelion Weeder 





Moe’s SAMPSON 
FIRE SHOVEL 


Here are a few of our heavy steel hardware specialties. 
Made of smooth, hard metal, all in one piece, no loose 
wood handles, and beautifully finished in baked black 
enamel. 


Strong and rigid tools. You will like them. 
f Write for Catalog and attractive prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Il. 




















SK (YSERAPE MODEL C 
ih f) Te ot TPO 
RUBBISH BURNER 4 jeqeell 
' «a q i f {| 
The Safest Rubbish titans Made. A aT 
Woven out of High Carbon Flat Strip } 
Steel. Teall 
Householders are glad to know that a a 


BETTER RUBBISH BURNER is made. 
Continued repeat orders from dealers 





tell the story. 


H. B. BORNSIDE 


Manufacturer and Patentee 
Providence, R. I. 


Write for Price List. 
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Sell a Closer 
That Sells Another 


Some door closers are their own best competi- 
tors. They employ either the cam or crank 
action, that’s why. There’s lost motion along 
the closing curve. The closer lets go. The door 
swings on momentum—gains speed—you must 
hustle to get through safely. Then the closer 
suddenly “grabs.” There’s a jerk on the door. 
There’s a terrific strain on the butts. And it 
isn’t long until the screws are loose and the 
door out of plumb. 


Not so with the NORTON. It’s .the original, 
one successful, rack.and pinion type. Controls 
the door. Never lets go. Gradually checks it 
all the way. (Checks it opening, too, when 
desired.) No strain whatever. No danger of 
striking anyone. That’s why NORTON equips 
by far the largest percentage of schools and 
hospitals. It’s safe. Its principle is correct. 
Its piston action is positive. It works perfectly 
always! It’s the one closer that builds “repeats” 
for you with every sale by rendering a satisfac- 
tion that is not equaled. 


(Do you know the NORTON is the only closer listed and 
approved by the Fire Underwriters’ Laboratories for use 
with automatic fire doors? ) 


NORTON DOOR CLOSER CO. 


2900-18 N.Western Ave. ~ Chicago, III. 


The Largest Exclusive Door Closer Manufacturers 
in the World 


There is only One 
GENUINE 
NORTON Door Closer 











eee K nape & Voot Mfg. Co. 


Dept. 73 
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Sell a Fixture 
for Every Closet 


Yes, sir! You can make quick, easy sales of the K-V 
Clothes Closet Fixtures if you will display them and 
demonstrate their various advantages in new closets 
or old. And, at a nice profit. 


You can sell the contractor and builder who will buy 
in large quantities. 

The K-V_ Clothes Closet Fixture replaces the old 
row ot hooks around three sides of a space wasting 
closet. It creates order, protects garments and in- 
creases closet capacity. Sturdy! Easy to install! 
You can seli several to every home. Made in sizes 
from 12” to 60”. The price is low enough to en- 
courage a sale. 

(set our free booklet which gives vou details. 








Grand Rapids, Michigan 








Nationally 
Advertised 











K-V Clothes Closet 
Fixtures are being 
nationally adver- 
tised to home own- 
ers, home builders, 
architects and con- 
tractors. If you 
will feature’ the 
K-V Fixture you 
will cash in on this 
business. Establish 


this connection 


now ! 


























[NORTON] 
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GENUINE 


PHILADELPHIA 


: 






Improved Style “A” All Steel A 
—Practically Indestructible ° 4 





74 





Genuine * PHILADELPHIA’’ Lawn Mowers have given such 
universal satisfaction for nearly sixty years that it is easy to sell 
them if you stock and display the leading styles in the standard sizes. 

Special attention is called to the Style “A” Improved Ali Steel 
Mower shown below. This mower being all steel is practically in- 
destructible and has many features to recommend it. It is a wonder- 
ful grass cutter. 

Made with 10-in. wheels, 65-in. cylinder, 4 Vanadium Crucible 
Steel Blades, train of gears on one side only, but drives from both 
wheels; Self-Oiling Cups providing sufficient oil for 5 hours’ use 
and Removable Box Caps for taking out the cylinder without dis- 
turbing the frame. 

Other popular models are the “Graham’”—Golf and Style “A”— 
Golf, the only All Steel Golf Mowers made, 8 Blades, practically 
indestructible. 


Also Motor Mowers in Walking or Riding type. 
20 Hand—4 Horse—3 Motor 
Send for Complete No. 25 Catalog and Discount Sheet NOW 


THE PHILADELPHIA LAWN MOWER CO. 


3ist and CHESTNUT STREETS 


“The original people in the Lawn Mower Business since 1869" 








3: Over half a century doing one thins well @®. aieesiibie 
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Sells 








Why? 


Because Spargo 
Bronze and Copper 
Cloth looks good, ts 
good, and he can 
safely recommend it 
to his most particular 
customers. 


May we send you a 
sample? 





The Wise Dealer 


Fly Screen Cloth 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 

‘ per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 


When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 


Make the comparison. 


Every product of the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. 





ATLAS TACK CORPORATION 





Spargo Wire Co. 





Rome > ae 


Fairhaven, Mass., and St. Louis, Mo. 
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In your displays—over the counter— 
these practical sales arguments 
will sell more PYREX ovenware 


T. M. Reg. U.S. Pat. Off 


Oo 


G 
. 





l Foods bake evenly on all sides 4 PYREX dishes never hold odors 


More heat on one side—less on the other Totall bsorb iui 

‘ y non-absorbent of gases or juices, 
—PYREX ovenware absorbs it all, and PYREX ovenware will not retain odors. 
distributes it evenly to the food it con- Thorough washing removes every trace 
te No more half-burned, half-raw of fish or onion from any PYREX dish. 





\ ies jE, 
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P Wash PYREX dishes with the 5 Will not wear out, crackle or «craze’’ 


silver and china Hard, tough and highly resistant to heat, 
Fine glassware in itself, PYREX oven- PYREX ovenware will wear a lifetime. 
ware can be washed with silver, glass- No’ enamel or metal coating to crackle 
ware and china without danger of oe 

scratching or chipping them. Every 
edge, every corner of each PYREX dish 
is smoothly rounded. 





Acid foods unaffected in taste 
fe Uf Serve direct from oven to table 





or color es ” Sisal sie 

ean, sparkling and _ ric ooking, 
PYREX dishes withstand the attack of PYREX tae may be placed pom 
vegetable acids of all kinds. Acid foods the table direct from the oven. Its ap- 
cooked in PYREX ovenware are un- pearance blends harmoniously with fins | 
affected in taste or color. Fruit, fish or china and silver. ; 
meat may be kept safely in PYREX 
dishes. 





The trade-mark PYREX designates 
a product of Corning Glass Works. 
It is synonymous with highest qual- 
ity in materials and workmanship. 














CORNING GLASS WORKS 


PYREX Sales Division 
Corning, New York, U. S. A. 
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Practically every Vollrath item is shown in 

the A. ]. Marshall Company's window dis- 

plays. Such displays are arranged every 

fourth week and are allowed to run from a 
week to ten days. 


“Reice 1S 


rarely questioned on Vollrath Ware’ 


This is the experience of the A. J. 
Marshall Company, dealers inglass- 
ware, silverware and cooking uten- 
sils, in Detroit, Mich. They handle 
no other line of enameled ware. 


4 4 4 


AN a specialty dealer successfully 
sell such a line as Vollrath Ware? 


This question has occurred in the 
minds of many hardware dealers whose 
house furnishings department is not 
showing the volume it ought to. They 
blame it onto the fact that there isn't 
enough interest in these lines on the 
part of the public, to get people into 
the store, and so they let the depart- 
ment stores make the sales. 


The A. J. Marshall Company, in 
Detroit, Michigan, do not have as 
diverse a stock of merchandise, by any 
means, as the ordinary hardware mer- 
chant. They sell nothing but glass- 
ware, silverware and cooking utensils. 

Yet every year this concern does a 
volume of business in Vollrath Ware 
that runs into five figures! 


HARDWARE 


TIINAwAre ' 5 
»S WARE 





And Vollrath Ware is the on/y line 
of enameled ware that they carry! 


How do they do it? Mr. John F. 
Marshall, who with his brothers 
Ravmond J. and Clarence J. Marshall 
operate the store, tells how: 


“We aim to carry a complete line 
of Vollrath Ware the year round. We 
use the Vollrath Stock Sheets to keep 
it well balanced. 


‘About every fourth week we have 
a large window display and let it run 
from a week to ten days. Practically 
every Vollrath item is shown. This 
helps in getting people into the store. 
As soon as they get in, they see our 
shelf display, which shows every 
article in full view. These shelves 
are alwavs kept full, being replenished 


OYGAN, WIS: 
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Almost the entire stock of Vollrath Ware ts 
visthle to the customer in the Marshall 
store. Mr. Marshall says that women not 
only like to select the item from a wide 
variety but also to pick out the particular 
picce in that number that they want. 


J 


from our reserve stock. We find that 
women not only like to select the 
article but they like to pick out the 
particular piece they want. They 
never like to buy the last piece of a 
given number. 

‘Our trade comes to us for quality 
merchandise; we never invite any 
other kind of business. So we have no 
need to carry cheaper goods at all and 
Vollrath Ware comprises our entire 
stock of enameled ware. 

‘Because this line is known for its 
quality, we have no trouble selling it 
at a fair profit. Its price is rarely 
questioned.”’ 

The A. J. Marshall Company are 
buying and selling ten times as much 
Vollrath Ware now as they bought 
ten years ago. Has your volume in- 
creased that much? 


Ask the Vollrath salesman for help 
in merchandising Vollrath Ware with 
the same success. Or write us for full 
particulars. 


THE VOLLRATH COMPANY 
Established 1874 


Sheboygan . Wisconsin 
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Catalog 


New and useful, describing 
our solid braided sash cords, 
and giving correct cord and 
pulley sizes for various 
weights. 

CLOTHES LINES 
AWNING LINES 
MASON’S LINES 


CORDS FOR MARINE 
USE 


TROLLEY AND SIGNAL 
CORD 


COTTON ROPE 


COTTON TWINE 
ETC. 


Sent free—gladly. 


eter 
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It pays to sell 
SAMSON SPOT SASH CORD* 


Labor is the big item in building today. The difference in 
first cost between Samson Spot Cord and the cheapest cord 
for a whole house is usually less than the labor cost of replac- 
ing a single broken cord. 


When a builder asks you for “Cash Cord” show him 
SAMSON SPOT. Tell him about its durability: that it out- 


wears any cheap cord or metal substitutes many times over. 


Added to this is a real saving in labor and material. 
SAMSON SPOT SASH CORD does not stretch after the 
weights are hung, and there are no “bad places” to cause 
waste. It is uniform in size and quality and is solid braided 
of extra quality cotton yarn spun in our own mills. It is guar- 


anteed to be free from imperfections of braid or finish. 


The Colored Spots are our trade mark, used only with this 
quality. 


*There is a difference 


in Sash Cord! 


SPOT CORD 
TRADE MARK 
REG. U. S. PAT. OFF. 


SAMS ON CORDAGE WORKS 


88 BROAD STREET 


TRADE 


a ne 


1S BosToNn, MAss. 





MARK 
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= . : é Griswold advertising in 
_. ih April Ladtes’ Home Journal, 
% | Country Gentleman, Woman's 
Home Companion and Good 
Housekeeping concentrates on 
the Griswold Tite-Top Dutch 
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Oven. 





“The most used utensil 
in my kitchen’ 


“IT use my Griswold Tite-Top Dutch Oven 
for roasting, baking, boiling, frying—for 
waterless cooking, fatless cooking, deep fat 
or stew!” ... “It self-bastes cheap cuts of 
meat to expensive flavor.” . . . ““Makes meat 
tender.” . . . “Can't scorch foods.” .. . “In- 
dispensable for camping trips.” . . . “Cooks 
complete dinner of pot-roast and vegetables 
without attention, and keeps it hot for hours.”’ 

E:nthusiasms pour in constantly about the 
Griswold Tite-Top Dutch Oven. The self- 
baster. The all-over cast iron oven of heat. 
Heat that gets thick as the Oven is thick— 
and evenly hot through every portion, due to 
the Griswold quality casting. Homes, camps, 
tea-rooms, hotels, restaurants, sorority and 
fraternity houses — all endorse Griswold 








Tite-Top Dutch Ovens. Women go into stores 
to be convinced how heavy the Dutch Oven is. 
National advertising tells them the quality 
heaviness is reason for all these virtues. 


Order sizes 6 to 10 and put them up on the 
Griswold Dutch Oven Display Stand sent 
free with your order. Free, also, is a display 
card for your window. A trivet that keeps 
things off the bottom, and a booklet of ‘Aunt 
Ellen’? Dutch Oven recipes, are free for you 
to give with each Dutch Oven. Order from 
your jobber. Or us. The Griswold Mfg. Co., 


‘rie, Penna., U.S. A. 


Makers of Extra Finished Cooking Utensils in Cast Iron and 

Aluminum, Waffle Irons, Food Choppers, Reversible Stove and 

Furnace Pipe Dampers, Fruit Presses, Mail Boxes, Bolo and other 

Portable Bake Ovens, Gas Hot Plates, Electric Waffle Bakers and 
Electric Hot Plates. 


“THE LINE THAT’S FINE AT COOKING TIME” 


OL D 


Pat. Off. 
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Get this free set of 
DON LEY SCREEN DOOR GUARD 
ARDY TARE] for your door 


Blew Hk Wt 
iW WW 








HEN watch your sales. Every 
customer who enters your 
store will not only see these guards 
in actual use but also the following 
sales reminder, attractively lettered in gold 


Protect Glass and Screen 







with these 





DONLEY SCREEN DOOR GUARDS 


Just as these guards protect the glass or screen 
of your door, they will protect those of your 
= customers. That means sales because every 

home is a prospect for two or more sets. Restau- 
rants, grocery stores, meat markets, drug stores 
and office buildings offer an equally large market. 











YOUR SET FREE 
yj Donley Screen Door Guards are carried by the 


3 leading jobbers everywhere. Your jobber will 
supply you with a free set. He is also prepared to handle your initial re- 
quirements for one dozen or more sets of assorted sizes. Attach the free 
set to your door and you will soon be ready for a larger stock. 














Made in Five Sizes 


Donley guards are made in one single piece of rigid channel steel. They 
are finished in dull black enamel. The standard sizes are 26, 28, 30, 32 and 


36 inches from centre to centre of screw holes. 








Order your free set and initial stock now for early Spring. 
If your jobber cannot supply your needs write us direct. 














The Donley Manufacturing Company 


10585 QUINCY AVENUE , CLEVELAND, OHIO 
Also Manufacturers of Donley Alsteel Hose F-eels 
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SAPOLIN ENAMEL | 
POLISH, LACQUER 


NEW~-1927 national ie 


using to carry the Sap- 


e * * 
advertising campaign ae oe oe Fs 
urday Evening Post with a 
circulation reaching 2,841,305 
to help you sell more goods homes cod the Lelier Home 
y g Journal with a circulation 
reaching 2,534,658 homes. A 
grand total of 5,375,963 homes 
(or with the American aver- 
age of 5 to a family, a circula- 
tion reaching 26,879,815 indi- 


viduals). 


Your customers will be 
reached by this advertising. 
Ask our representative or 
write us direct for new and 
strikingly effective window and 
counter display material which ge 
will help impress upon your a 
customers that, when they buy va 
Sapolin, your store is the one in 
which to get it. Ask also for 
the new 1927 leaflets, the book 
“167 things you can do with 
Sapolin” and a copy of the new 
1927 Sapolin Buyers Guide. 
Remember—all you need do 
for quick action is to drop us 
a post card asking for further 
information on Sapolin. Do it 











, 
5m s » i to-day. 
} Ey 4 | ' ; . f 
4, > Not ONLY POLISH + # (| y —the fade ye 
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Sa SAPOLIN CO. INC. 
| Dept. E-4, 229 East 42nd St. 
New York, U. S. A. 


Makers of 
ENAMELS, STAINS, 
GILDINGS, VARNISHES, 
. = . WAXES, POLISHES, 

a LACQUERS 
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See that you Get your Share 
of VECTO Profits this Year 
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VECTO has made good its promise to the public and to the 
heating industry. It simply remains for you to take advantage 
of the great market we have made for you and will again in 
1927 through many additional millions reading our advertisements 
in the family magazines, newspapers and farm journals. 














The Ideal VECTO Sales and Profit Plan for 1927 makes it easy for 
you to sell VECTO. 


The VECTO salesman will be glad to give you the full 
details — to help you get up your list of prospects , 
—to furnish you with circular letters, show- 
window displays, bill-board posters, —in 
short to help you get a bigger share of 
VECT O sales and profits in the 
new year! 
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WORLD 
INSTITUTE 





Showrooms and sales offices: New York, 
Boston, Providence, New Haven, 
Newark, Panesreos. Baltimore, | AMERICAN RADIATOR COMPANY 
Washington, Richmond, Buffal . 
nme wy rege, oe Detroit, Cin: | 1807 ELMWOOD AVENUE, 
cinnati, Atlanta icago, Milwaukee, 
Indianapolis, St. Louis, St. Paul, BUFFALO, N. Y. 
Minneapolis, Omaha, Kansas City, 
Denver, San Francisco, Los Angeles, | I would be pleased to have your salesman call. 
Seattle, Toronto, London, Paris, 

Milan, Brussels, Berlin. 


Makers of IDEAL Boilers, AMERICAN “Name pe 


















OF Radiators, ARCO Hot Water Supply 
Heaters, VENTO Ventilating Heaters, | 
HEATING | Heat -Controlling Accessories and other | .4ddress = its net 


products for drying, cooling and 
refrigeration. 
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DOWN THEY COME! 


The new era of creative thought 
is one of the great factors which 
has to do with the retention of 
profits in an era of steadily de- 
clining prices. 
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From “Moody’s”—Jan. 6th 


“A new feature of our indus- 
trial system is the high pro- 
ductivity of industrial plants. 
Since 1914 it would seem a fair 
inference that the average pro- 
ductivity of plants per man has 
increased at least 35%.” 
“Creative thought” means _indi- 
vidual thinking, the kind of think- 
ing which squeezes a profit out of - 
a loss and which, for example, “A 
does not assume without deep in- i 
vestigation that steel, for example, 

for interdepartment transportation, 





is always superior to wood. Pe 

The jobber who isn’t interested e 
in the latest methods of Hibbard, a: 
Spencer & Bartlett or Butler Bros., Ne 
in the handling and routing of 2 
orders, is asleep at the switch. You ae 
are filling twice, triple the orders a 
today as of 1914. “Turn-over,” A 
endless small re-orders comprise ay 
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the bulk of sales. Cost of han- 
dling has jumped, and what are 
you going to do about it? 


Do Your Boxes Last 8 Years? 


We sell transportation methods, not baskets. Our 112 page book a 





“A Manual of Industrial Plant-to-Plant Transportation Methods” = 
should be read by every jobber and large retailer. What a man a 
in your line of business or any other line does should be vital c 
to you. ee 
This book is expensive but you are welcome to it. Backus Boxes ce 
feature in it because they are chosen by people who have the 5a 


Nag heon, 


Bee 


money to buy what they want. In Butler Bros., Chicago—the 
light, tough, fast-handling Backus Boxes last 8 years. Pretty 
good record—isn’t it? 


EEK, ee 
Sta 


If you want help in transportation service, we can give it to you. At 
least, write for the book and possibly you will then want to talk over costs. 
Write today. 





A. BACKUS JR. & SONS CO. 
1533 Lafayette Blvd., Detroit, Mich. 
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| OUTWEAR THE 9» CHEAPER KIND 
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Hygrade Window of the Jamestown Hardware Co., Jamestown, N. Y. 


600 per cent Increase in 8 years 
Hygrade Lamps Prove a Profitable Line 


for Jamestown Hardware Co. 


favorably with that of other stan- 
dard merchandise and turnover is 
better, certainly makes Hygrade 
Lamps a preferred item. 


In 1918 Jamestown Hardware 
Company discarded another make 
of lamps in favor of Hygrade. 


And since this lucrative change 
their incandescent lamp business 
has shown a steady and healthy 
increase of 600 per cent. 


This successful increase is the re- 
sult of that combination reported 
to us so many times—a good arti- 
cle backed up by good merchandis- 
ing by the dealer. 


This increase in total sales, espe- 
cially when total volume compares 


Licensed under 
General Electric 








im 
cent lamp patents 


HYGRADE LAMP CO 
GENERAL OFFICE WW S A LEM MASS 
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e Location of 
Wholesale 
Distributers 


HERE motor cars are thickest— 
Where competition is keenest— 
From Maine to Texas and up the 
Pacific Coast— 
In that broad sweep of the country 
where 75% of the motor cars are owned— 
Mansfield Tire sales, from October lst 
to January 3lst, were more than 
double the sales for the same four 
months, which were record months, a 
year ago. 
Are your tire sales running double 
for this period? 






Has Your 
Tire Business 


Shown Such 


Increase? 





If you have carefully watched the 
tire business you know why Mansfield 
sales increase so much faster— better 
tires made possible by lower whole- 
sale distribution costs. 


A nearby responsible Hardware 
Wholesaler will supply you and help 


you develop Mansfield Tire business, 


help make you part of this fastest- 
growing tire business. 


If you do not know him, write us 
and we will ask him to give you full 
information. 


THE MANSFIELD TIRE <& RUBBER COMPANY, MANSFIELD, OHIO 


Balloon Cords Truck Cords 














Heavy Duty Cords 


Regular Cords Fabric Tires 
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The Cost of Distribution is Lower—The Standard of Quality is Higher 


MANSFIELD 


| — Not to Undersell, but —to Overserve 
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Another 
Lucas 
Color Page 
Appearing 
In March 
National 


Magazines 








Write Today 


For complete infor- 
mation regarding 
Lucas-Specific Sales 
Drives for 1927. 


Address Dept. H-3. 
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**Consider 
Color 

| And Its Effect on 

/ Your Profits in 

1927” 






Every Phase of 
Lucas Advertising 
Has a Definite Sales Mission 


Supplementing the effective color page ads Lucas is running 
in National Magazines, Lucas offers for definite seasonable 
periods attractive Sales helps—that make every phase of 
Lucas Advertising harmonize, and give to each window 
or counter display, booklet or color card, a definite sales 
mission. 

It’s the most comprehensive plan of Sales Cooperation ever 
offered to retailers. Write today for full particulars. 


ADDRESS DEPT. H-3 


John Lucas & Co..inc. 


Paint and Varnish Makers Since 1849 
PHILADELPHIA 


New York Pittsburgh Chicago Boston Oakland 
and Local Distributing Points 
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“We consider your chain outfit one of the best sales 
helps we have installed for some time.” 


Wm. P. WALTER’s Sons 


and to quote further from a letter enclosing order for 
accessories to complete outfit: 


“Formerly, we kept our chain in bins on the second 
floor, and some of our salesmen rather regretted the 
trouble and delay caused by cutting off small lengths. 
The saving in time by which you can show the cus- 
tomer at once all the various sizes and the facility 
by which it can be readily uncoiled and cut to any 
length not only increases sales, but saves much val- 
uable time of the salesmen. Hanging on the rack, 
we keep a pair of cutting rippers sufficiently strong 
| to cut the largest size.” 





| This is just one example of how Hardware Retailers 
| all over the country are profiting by properly dis- 
playing our products. The stand costs you nothing. 
Ask your jobber to supply you. If he cannot, 
write us. 


The Bridgeport Chain Co. 


Bridgeport, Conn., U. S. A. 
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The Orange Seal Display Stand actually sells 
Bridgeport Chain and Accessories 








Partial List of Jobbers 


Selling Refills 


The J. R. M. Adams Co. 
Baltimore, Md. 
Albany Hdwe. & Iron Co. 
Albany, N. Y. 
ees : Hdwe. & Mfg. Co. 
Auisville, Ky. 
Bigelow & Dowse Co. 


Blish, Mize & Silliman Hdwe. Co. 
Atchison, Kan. 
The Bostwick, Braun Co. 
Toledo, Ohio 
The peony & Townsend Co. 
New Haven, Conn. 
Buffalo Wholesale Hdwe. Co. 
uffalo, N. Y. 
Buhl Sons Co. 
Detroit, Mich. 

Cutler Hdwe. Co. 
Waterloo, Iowa 
Decatur & Hopkins Co. 
Boston, Mass. 
Empkie-Shugart-Hill Co. 
Council Bluffs, lowa 
Kelley-How-Thomson Co. 
Duluth, Minn. 

W. C. Landon & Co., Inc. 
Rutland, Vt. 
Masback Hdwe. Co., Inc. 
New York, N. Y. 
Michigan Hdwe. Co. 
Grand Rapids, Mich. 
Morley Bros. 
Saginaw, Mich. 

Poe Hdwe. = a Co. 

Greenville, 
Richards & Conover Hdwe. Co. 
Kansas City, Mo. 
Simmons Hdwe. Co. 
St. Louis, Mo. 

Stowe Supply Co. 
Kansas City, Mo. 
Treman, King S Co. 

Ithaca, N. 
John B. V RY Co. 
Manchester, N. H. 
Watkins-Cottrell Co. 
Richmond, Va. 

















The Well Known Hard- 
ware Store of Wm. P. 
W alter’s Sons, 1233 Mar- 
ket Street, Philadelphia, 


_ -_ a - 
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WHITE ENTERS LOW PRICE 
LIGHT DELIVERY FIELD 





Announcing Reduced Prices 
Placing WHITE Transportation within 
the Reach of Everyone 


Model 15 
%-1 TON CHASSIS 





°2150. «= OLD PRICES ~»°29050 


a 


Model 20° 
1A TON CHASSIS 





NET 





5 = NEWPRICES >* 22S _ 


56905 «SAVING** 825 


W ousin — ortation is today within the reach of every field of 
W business an TF iedeears. Because of the increasing demand for quality 
truck performance, The White Company announces a broadening of 
its merchandising policy resulting in reductions in the prices of two 





°1545.: 








models of four-speed light delivery trucks. 


White is extending its area of transporta- 
tion service—entering¢ a wider field of fast, 
light delivery and establishing a complete 
range of truck capacity and price never 
before equaled by any high-grade truck 
manufacturer. 

The name and reputation of White is in- 
surance of continued high quality. These 


portation over hundreds of thousands of 
miles. 


Throughout the chassis construction of 
the White Model 15 and Model 20 you will 
find inbuilt quality, ruggedness and ex- 
clusive White mechanical features that 
are not duplicated in any other light de- 
livery truck at any price. 





saber Rare 


are the same high-grade White Trucks— 
at lower prices—the same standard speci- 
fications. For years the four speed White 
Model 15 and Model 20 have been the out- 





THE WHITE COMPANY, CLEVELAND 
Please send me complete specifications, etc., covering White 
Light Delivery Trucks at reduced prices. 





standing quality trucks in the light deliv- so ea eee ao eee 
ery field. No truck of thesamesizeorcapac- TTS 
ity (34-ton, 1-ton and 114-ton) compares ~ s 








Hardware Age 


with them in dependable, low-cost trans- 





Terms—Operators wishing to buy trucks on terms can do so 


THE WHITE COMPANY, CLEVELAND 


WHITE TRUCKS 


and WHITE BUSSES 
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This Hack Saw Counter 
Display sells “Silver Steel” 
blades at 25c. each 







Hardware 
Store 
Write Dept. “D,” Indianapolis, 


for facts and figures to help 
you make more money 








FE. C. ATKINS & COMPANY 


Established 1857 The Silver Steel Saw People 
Machine Knife Factory: Canadian Factory: 








Home Office and Factory: 
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Where Salesman- 


ship Starts 


ERE’S a retail clerk 

who thinks he stands 
in hard luck because he 
does not get the largest 
salary mn his store or de- 
partment. Analyze him 
and you'll find he has skill, 
too, but it is along re- 
stricted lines. He _ can 
show goods expertly. He's 
a good order-taker. But 
when the customer says: 
“No, I don’t want tt,” he 
crumples up, beats a hasty 
retreat and is willing, then 
and there, to admit he 1s 
through, defeated. 

The clerk in his store or 
department who gets a pay 
envelope which is far fat- 
ter begins where he leaves 
off. When the customer 
says: “No!” he only be- 
gins to strike his stride. 
Then he really gets into 
action. Why? Because 
he’s at heart a salesman, 
not an order-taker. 








Member of the Associated Business Papers 
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Aw McKinney meets a 
waiting market with a 
product of unique design, the 
McKinney Friction Control 
Hinge. 

For years architects have 
hoped for just such a hinge. For 
hospitals and hotel work the 
need has been acute. Evidence 
of this fact was given when 
sizable orders followed on the 
héels of the recent announce- 
ment of. this McKinney de- 
velopment. 

Briefly, the McKinney Fric- 
tion Control Hinge, while yet 
permitting the easy opening 
and closing of the door, sets up | 
a|predetermined and fixed fric- 
tion just sufficient to eliminate 


the possibility of slamming. h 
The door swings on what are wit 














apparently ordinary butt hinges. a Ve marka b le 
hinge by 


ing is set up so that to be opened 
or closed a door must be gently Me 
pushed or pulled all the way 


It swings noiselessly. Yet by the 
permanent setting of a nut a 
uniform resistance to door swing- 


new 





open or shut. 

The door cannot slam. No fitfully wandering 
gust of wind whistling through the hallway can 
close it other than quietly. The forgetful guest must 
take thought to the door as he moves it. In short, 
the cause of door slamming being once and for all 
done away with, our old acquaintance “Human 
Weakness” can no longer play his devastating part. 

A descriptive word concerning the mechanism 
of this remarkable new friction hinge is worth 
while. In appearance it is very similar to an or- 
dinary butt hinge, the only external difference be- 
ing the barrel, which is slightly larger than ordt- 
nary. Within the barrel is the simple mechanism 
for setting up the friction control so potent in re- 
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EC 


The MCKINNEY 
eras © control 
hinge 




















sults. It is done without sac- 

rificing the virtue of the 

loose-pin type of construc- 

tion, which is still main- 
| tained. Consequently, the 
| hanging of a door remains a . 

one-man job—a great sav- 
ing of labor as compared to 
the alternative two-man 
task. 

The tension which deter- 
mines the friction resistance 
is obtained by applying fric- 
tion vertically to the center 
or movable joint of the: 
hinge between two phosphor 
bronze washers, which form 
perfect bearings for the steel. 
That is the secret of its 
quietness and smoothness of 
action. 

As a secondary point, the 
slight tightening of the pres- 
sure screw after years of service raises the door 
slightly, thereby automatically overcoming any 
sagging of the door. 

Send for complete information on this remark- 
able new hinge. 




















McKinney MANUFACTURING COMPANY 
Pittsburgh, Pa. 





McKinney MANUFACTURING Co. 
Pittsburgh, Pa. 


Please send full description of the Friction Control Hinge. 


Name 














Address 


H A 3-17-27 











March 17, 1927 HARDWARE AGE 











TRADE 




















By Llew S. Soule 





NVESTMENTS come under two 
classes—good and bad. A good in- 
vestment is an item of expense only 

in the initial stages. Then through di- 
rect or indirect return it passes out of 
the expense column and becomes an 
item of profit. Meanwhile a bad in- 
vestment remains in the expense column 
permanently, and represents a loss. 

Just now expense is coming in for 
close scrutiny. Overhead expenses 
generally are too high, and the pruning 
knife is busy. 

However, in the commendable zeal 
to eradicate expense, there is danger to 
investments. Pruning in the wrong 
place may cut profits as well as expenses. 

A proper stock of merchandise is an 
investment. An over stock is an ex- 
pense. Cutting down known overstocks 
is good judgment. At the same time the 
merchant who cuts his stock to a point 


Investment or Expense 


where it no longer meets the needs of 
his community is merely converting a 
good investment into a poor one. 

He may honestly believe that he is 
cutting down expenses while in reality 
he is cutting down his opportunities for 
sales and profits. . 

An expert merchandiser whose spe- 
cialty is selling out merchandise stocks 
often increases the amounts in lines he 
wishes to dispose of. He has learned 
that people do not like to buy from de- 
pleted stocks. 

From a sales angle, one of the most 
detrimental reputations a store can have 
is the reputation of never having what 
the customer wants. It doesn’t take 
many disappointed but talkative cus- 
tomers to create such a reputation. 

After all, a good reputation is one of 
those investments we have been talking 
about. 





HAIN $store’ executives realize 
that the business of any single 
store may vary from 25 to 50 per 

cent, according to the personality of a 
single employee. 

How many hardware merchants real- 
ize that the same thing is true with re- 
gard to their business? Mighty few, if 
the number of such merchants who sys- 
tematically train their employees is any 
criterion. 

And yet—if the chain stores, with 
their cut prices, hand-picked locations, 
forceful advertising, etc., still recognize 
the power of the clerk to make or break 
a business, how much more important 
should the selection and training of em- 
ployees be to the independent merchants 
who compete with the chains? 

Why do you buy your cigars at some 
certain store? The probabilities are that 
you could get your favorite brand at any 
of the numerous cigar stores of your 
town. Why does your wife buy her 
table supplies at Smith’s§ grocery? 








The Customer and the Clerk 


Smith certainly doesn’t run the only 
grocery store in town. 

Nine times out of ten the average per- 
son trades at a certain store because of 
a liking for some particular person in 
that store who has shown that he knows 
his job—and knowing his job runs the 
whole gamut from a friendly smile to 
sales efficiency. 

Why do you quit trading at any store? 
Usually because of some action or lack 
of action on the part of an employee of 
that store. 

People do not dislike courteous sales- 
men who back up their courtesy with a 
knowledge of the merchandise and its 
uses. They can, however, easily tire of 
a perfectly courteous employee whose 
courtesy is mainly reflected in apologies 
for lack of knowledge. 

The vital problems of volume, turn- 
over, overhead expense and competition 
will all be partially solved through the 
proper selection and training of the men 
behind the store counters. 
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Selling Radio Is a Merchandising Proposition 
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Some hardware dealers may have been holding off 

from establishing radio departments, thinking that a 

technical knowledge was necessary. The article here 

presented tells how other merchants have disregarded 

the technical side and made a success of the merchan- 
dising of radio 
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IKCOGNIZING that the retailing of radio equip- 
R ment was strictly a merchandising proposition 
and not a technical study E. H. Haley, the win- 
dow trimmer tor Pentecost & Craft, Terre Haute, 
Ind., has developed in three years an interesting and 
profitable radio business tor that firm. The department 
devoted to this venture is comparatively small, consist- 
ing as it does of about 15 feet of space along one wall. 
Here on a raised platform you will find three or four 
sets, and to the left of the sets a combination table 
providing top display space for horns, and smaller sets 
and beneath the top stock space for batteries and tubes, 
etc. 

Two main lines of sets are carried. The main dis- 
play usually included one or two console types and pos- 
sibly two radio tables or cabinets adapting the console 
idea with the set on top or hidden behind doors. A 
few odd parts are displayed on the table but the stock 
of radio is chiefly sets, speakers, cones, tubes, batteries, 
battery chargers and battery eliminators, aerial and 
ground connection kits, wire, battcry assembly wire, 
lightning arrestors and kindred necessities for use on the 
manufactured sets. 

The second year in the radio business Pentecost & 
Craft did more than $10,000 selling sets at retail from 
$29 to $200 less accessories. Some of this business was 
handled on the installment basis but in all such cases the 
firm insisted on at 
least one quarter 
down payment with 
the remainder in 
ten equal monthly 
payments. In the 
event that the buy- 
er wished an aerial 
erected an extra 
service charge of 
$5 is made. 

One of the inter- 
esting and_ profit- 
able sides of the 
radio business of 
this Hoosier firm 
has been the re- 
juvenation of radio 
tubes at a charge of 
25 cents each. This 
service feature is 
easily handled with 
an inexpensive tube 





nical or mechanical skill or knowledge to operate. All 
radio customers are advised to bring in their tubes 
every three months for rejuvenation. 

This service leads to many tube sales and brings to 
the store’s radio department many new people who be- 
come customers for batteries, new speakers, etc. When 
a tube does not react to rejuvenation the customer is 
advised to buy a new one. 

No trade-ins are accepted in the purchase of new sets. 
Should the buyer have an old set to dispose of, he is 
advised to sell it privately and is told he will receive a 
larger price on such a sale than he could be allowed 
on the purchase of a new one. 

No repair service is maintained. Pentecost & Crait 
act as agents strictly, distributing radio sets and equip- 
ment. Both of the lines handled are made by large 
reputable firms and whenever a set proves unsatisfac- 
tory it is reshipped to the factory for replacement or 
repair. This plan has been satisfactory to all parties 
concerned. Should -any customer complain of this 
service plan he is told that the factory is better equipped 
and more experienced in its own sets than any other 
service organization, that the factory has a special corps 
of service men who specialize in such work and only 
by this method can the customer be assured complete 
ultimate satisfaction. 

Terre Haute is a town of 78,000 people. Pentecost 
: & Craft have 
been in business 
twenty years. The 
present owners are 
George Pentecost 
and Ike Craft. Mr. 
Haley who _ has 
charge of the radio 
department and 
window _ trimming 
in addition to other 
selling duties man- 
ages to have fre- 
quent radio window 
displays ‘to help 


this department 
along. He is very 
enthusiastic about 


his radio depart- 
i ment and finds it a 
== ) 4m trade winner for 

~—— eal me all departments and 
a genuine profit 





a a. 





rejuvenator outfit 
requiring no tech- 





A radio window dress by Pentecost & Craft, of Terre Haute, Ind. 


source in its own 
right. 
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One of Pentecost & Craft's nearest hardware neigh- 
bors is the Smith Hardware Co. with one year’s experi- 
ence in radio. This is the second year for this firm 
whose first year’s business included fifteen sets. Smith 
Hardware Co.’s radio selling plan is not unlike that of 
Pentecost & Craft. An extra charge is made for the 
erection of an aerial and this service is not offered unless 
the customer makes the request. Radio has been a very 
satisfactory special department for Smith. It helps 
round out the profit and sales curve for the year and 
brings many new faces to the store. 

In West Terre Haute, the Geo. W. Splatv Co. has a 
profitable radio department which makes three success- 
ful hardware radio departments in this section and on 
the same street which happens to be an important sec- 
tion of the Old National Trails. 

The historic Wabash River divides Terre Haute and 
West Terre Haute but in driving through you run from 


The radio depart- 
ment of Pentecost 
& Craft, Terre 
Haute, Ind., is ar- 
ranged on a raised 
platform at the 
side of the store. 
This is the second 
year for this firm 
and they are sell- 
ing radio on a 
merchandising basis 
rather than one of 
installation and 
service 


HARDWARE AGE 39 


One of the radio win- 
dow displays by Smith 
Hardware Co., Terre 
Haute, Ind. This store 
handles radio as mer- 
chandise, not offering 
service unless the cus- 
tomer makes a_ request 
for it. Extra charge is 
made for erecting aerials. 





one to the other with only a welcome sign to suggest two 
separate towns. ‘These three hardware stores are un- 
doubtedly the outstanding radio distributors in these 
towns. It is also interesting to note that in Terre Haute 
the Austin Hardware Co. operates the only all year toy 
department in town. 
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Change 


By Saunders Norvell 


Larchmont was as still as a mirror. There was a 

flock of wild ducks swimming around on the sur- 
face. How peaceful, innocent and mild was the whole 
scene! However, standing up out of the rocks were 
the bent and twisted iron supports of my pier. The pier 
itself was gone, washed away in the fierce storm of 
two weeks ago. These twisted pieces of iron were mute 
witnesses to the might of the ocean. I walked down to 
the sea wall and looked at the huge rocks standing up out 
of the water. These rocks stood up with their strata 
edgewise to the sky. Studying the rocks, I could see 
where, some time in the remote past, they had been 
melted by some enormous heat. How peaceful now, 
lapped by the salt tides, but once upon a time, right here, 
nature, in her volcanic agony, broke up the strata of 
the earth, tossed it edgewise, burned the world with 
fiery heat and then left these rocks to cool. A geologist 
would glance at these rocks and tell us how many thou- 
sands and thousands of years ago all this commotion 
took place. Unconcerned, the tides rise and fall. 

* * *K 


Tae morning the water in front of my place at 


Lately, I have been reading “The World of William 
Clissold,” by H. G. Wells. This book consists of the 
meditations of a man sixty years of age upon the pres- 
ent world. It deals almost entirely in ideas—very little 
in action. Wells, in one chapter, writes at considerable 
length about the mind of the average man. He says 
that all of our teaching and the drift of our thoughts 
is along the line that our lives, our occupations and the 
world in general are arranged for permanence when, as 
a matter of fact, the most casual study of the condi- 
tions surrounding our lives must show that the law under 
which we live is the law, not of permanence, but of 
change. 

2 

We must therefore change our methods of thinking. 
We must realize that everything about us, even our own 
hodies, is in a constant state of change. Scientists have 
(liscovered that matter is made up of atoms and now 
we have split the atom, finding that atoms are made 
up of billions and billions of electrons. Then we find 
that each electron is a complete little world all in itself. 
Matter is made up of these countless worlds and all of 
these worlds are in a constant state of whirling action. 
lt was the discovery that these electrons could be ener- 
vized and released in a vacuum that has led to our be- 
ing able to talk by telephone across the Atlantic. The 
human voice from station to station is magnified by the 
use of these electrons in vacuum. If it were not for the 
possibility of magnifying the human voice, it could never 
be carried successfully across the ocean. 

* * ok 


Sitting here in my little altitudinous office in Union 
Square, a rather busy retired man without any visible 
means of support, | am daily reminded by my visitors 
of the changes that are constantly taking place in the 
world of business. It is: pleasant to have these men 
from various parts of the country drop in to see me. 

* © 2 


The other day I was honored by a call from Mr. 
Pritchard Stewart, a vice-president of the great hard- 


ware house of Messrs. Hibbard, Spencer, Bartlett & 
Co. I have always had the highest respect for this in- 
stitution. In the old days, I knew the older Mr. 
Hibbard, Mr. Bartlett and Mr. Conover. For many 
years we were active competitors but when I bought 
The Hardware Reporter, the first advertisement given to 
me by a jobber was from Mr. Bartlett. They were loyal 
supporters of The Hardware Reporter as long as I con- 
ducted that meteoric, but short-lived publication. Then 
later came Mr. Charles as president of this house. I 
knew him well. Now they have all passed on and there 
is a new president and new vice-presidents and a new 
board of directors, but the institution itself continues 
its high place in the hardware field, carrying out the 
fixed plans and policies of its founders. 
*x* * * 


I also knew young Frank Hibbard. He is one of the 
largest stockholders in the company, but I notice that he 
is not president. I do not believe that he is even a vice- 
president. I think he is only a director. Wise young 
Hibbard! He knows enough to place practical, ex- 
perienced men at the head of the business—men who 
have been trained by years of active work in the organi- 
zation. So many sons of proprietors in large corpora- 
tions make the mistake of becoming competitors of the 
trained, experienced men in their own business. 

. *-2 

I had never met Mr. Stewart before, but I enjoyed 
his visit and all he had to tell me about the advantages 
of their new building. Some of these fine days, when I 
am in Chicago, I must look over this building and write 
about it. I thought that their old building was just about 
the last word in modern, efficient store arrangement, but 
it seems that change is the order of the day, so they have 
built another building and their old place, I understand, 
has been demolished to make room for some boulevard 
or other improvement of the flourishing city of Chicago. 
Change, change, change. 

ae 

Then, one afternoon, in dropped P. D. Preston, who 
is, I believe, a vice-president and sales manager of The 
Collins Axe Co. I have known Preston for many years. 
He was one of the best salesman of The Simmons Hard- 
ware Co. and traveled in Texas. He was noted for the 
large size of his accounts. The thing that struck me 
about Preston was how little he has changed. As he sat 
in my office, chewed his unlighted cigar (as of old) and 
talked about changes in the trade, I could not help but 
think that as far as appearances go, he has not changed 
in the last twenty-five years. 

. €s 


Preston is a most interesting talker. He sees things 
clearly. I told him I was trying to think up something to 
write on the subject of changes and then he talked about 
a lot of changes that were taking place in the trade. As 
he talked, I made mental notes. He told me, for in- 
stance, that in the New England town where the Collins 
people make axes, there are immense elm trees. When 
one of these trees grows old, decays and becomes danger- 
ous, it must be removed very carefully for fear of in- 
juring other trees or neighboring houses. Therefore, 
in these villages, there are men who make it a business 
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to take down trees, cut them up and turn them over to 
you for firewood. 

© 2 

One day it happened that a tree in. front of the 

Collins factory had to be removed. The tree man was 
called. He appeared on the scene with a truck. The 
tree was carefully roped. First, the branches were 
trimmed with saws. Next, the trunk was cut close to the 
ground with an electrically driven circular saw. The 
job was neatly done. The tree was removed and al- 
though it was immediately in front of the Collins axe 
factory, not a single axe was used in the operation! 
Preston said that he did notice in the outfit of tools just 
one double-bitted axe (from Sears Roebuck & Co.), but 
this axe was not used. He also ventured the hypothesis 
that you could not find a single double-bitted axe in a 
hardware store in all that part of New England. 

k * x 


“Then,” said Preston, “one day I was waiting for a 
street car. It was ina Western city. I had to wait quite 
a little while but as I waited, a street gang started to 
work on the asphalt pavement. They attached a wire 
to the current of the street railway company and this 
wire gave power to an electrically-driven drill. One 
man took this drill and started to work cutting through 
the asphalt on the pavement.” While Preston waited, 
he cut a trench a foot wide and fifty feet long. Only 
one man was working. Not a shovel or a spade or a 
pick was used in the entire operation. 

* * x 


Here in New York, as in other cities, they put up 
steel and concrete buildings almost overnight. One day, 
out of curiosity, I went to the tool room of one of these 
buildings and asked to see the tools they used. There 
were very few tools in evidence. The concrete, instead 
of being mixed by shovels, was mixed in revolving, 
power-driven concrete mixers. The steel work was 
riveted together with red-hot rivets and these rivets were 
hammered by electrically-driven hammers. After the 
steel work come the fireproof blocks and the floors of 
concrete. In laying these floors, hammers and saws were 
used. The hatchet seetns to be passing out. I have 
inquired about hatchet sales and I am told that they are 
declining. The hammer, however, is holding its own. 

x * x 


In the old days, when a frame house was built in a 
village or out in the country, a lot of the work on doors 
and windows was done on the job by the carpenter. 
Now practically all of this work is finished complete at 
the mill, is delivered to the job and the carpenter is 
only expected to put it together. For hundreds of pur- 
poses, concrete and steel are taking the place of wood 
and as these materials are used, naturally wood-working 
tools are used less and less. With the increased use of 
steel, there has, of course, been a large increase in the 
sale of hack saws and other tools used in handling steel. 
The old-fashioned hollows and rounds, filletsters and 
other wooden planes have passed into history with the 
dodo and the mammoth. Their places have been taken 
by the modern steel plane, put up in its convenient paste- 
board box. 

* * 7% 

The policy of conservatism in protecting our forests 
and the scarcity and high prices of wood are causing 
many changes. In the old days, practically all axe 
handles were made of second growth hickory. I can 
remember, when I started out as a salesman, that one 
of the instructions I received when I went into South- 
east Missouri and Arkansas was not to be persuaded to 
buy and ship to the house any second growth hickory 
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axe handles. It seems that retail hardware dealers would 
accumulate such axe handles and then sell them to ‘some 
unwary jobbing salesman. The prices of those second 
growth hickory axe handles, all hand-made, at that time, 
I remember ranged from $1 to $1.25 per dozen. How 
we would like to have some of those handles today! 
* * 3s 

Then, ash, which has been so useful on account of its 
clear, straight grain, has become very scarce. Farmers 
have found that it is cheaper for them to burn coal than 


to cut down and burn the wood on their #arms. I am» 


told that almost every ash tree in the country is tabulated 
and recorded in the records of concerns dealing in 
hardwoods. The farmer today has no trouble whatever 
in disposing of his ash at very high prices. 

*x* * oS 


The increasing value of woods and the care of trees 
has stopped the indiscriminate cutting of old days and 
so the axe business is not increasing. The number of 
dozen of axes sold every year, | am informed, is grow- 
ing less and less. This is also true of circular and cross- 
cut saws. The business is not growing and the future 
does not promise increased sales in proportion to in- 
creases in population. 

m4 

Some of these days, I predict, there will be a great 
falling off in the sale of door locks with keys. It has 
always impressed me that it was absurd to put all of 
these keyed locks in houses. What happens? The key 
falls out of the lock and is lost and a careful study 
of the situation would reveal that 999 doors out of 1000 
with keyed locks have no keys. I predict herewith and 
prophesy that a turn button in time will take the place 
of these locks and all these keys. 

* * * 

While I am prophesying, I also believe that some day 
some genius will get up and offer to the public a line of 
keys that will not all be alike. When a man returns 
home at any hour of the night—even when this man has 
not been imbibing any bootleg production—and when 
he takes out his bunch of keys and attempts to open 
his own front door, he has a delightful time finding the 
right key on a bunch where all the keys are exactly 
alike. Here is a chance, I say, for some genius to serve 
the public by getting up keys of different kinds—keys 
that have some individuality—keys that you can recog- 
nize even by feeling ona dark night. 

+2... 

I watched them digging deep foundations, making 
cuts for railroads and handling snow on the streets of 
New York, and everywhere the great steam shovel is in 
use. These steam shovels are taking the place of 
hundreds of hand shovels. The electric drill is taking 
the place of the hand pick. When | think of our hand 
shovel manufacturing concerns in the United States, 
I wonder if a consolidation or two would not be the 
logical and economical thing. 

a 

Then, my old friend, Charles W. Asbury, of The 
Enterprise Manufacturing Co. of Philadelphia, dropped 
in to No. 31 to say hello. His hair is turning gray, 
but his black eyes are just as snappy as ever. “Tell 
me,” I inquired, “how has change affected your busi- 
ness?” “Well, well,” he answered, “if we had not been 
wide awake on the job on account of changes, our busi- 
ness would have been wiped out long ago. First of 
all, our business was founded almost seventy years ago 
on a patented measuring faucet. In the old days, 
molasses was carried by the grocers in barrels in the 

(Continued on page 84) 
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The bright, cheerful and business attracting accessories department of J. Russell & Co., Holyoke, Mass. 


Gasoline Alley Is Sprucing Up Its Cars 


J. Russell & Co., of Holyoke, Mass., have entirely eliminated 

the installation and service idea from their automobile acces- 

sory business and have built that department up to a point 
where it now requires a separate building 


ELLING replacement parts and accessories for 

automobiles strictly as merchandise and giving 

absolutely no mechanical replacement, repair or 
installation service, J. Russell & Co., Holyoke, Mass., 
conduct a very large accessory business. The volume, 
approximately $170,000, is so large that it has been 
necessary to have a separate building for this trade. 
You will find the Russell auto department, it is really a 
store, across the street from the main hardware build- 
ing under the able supervision of manager Chas. Green. 

I'he business was founded seventy-nine years ago and 
has been under the ownership and management of the 
Russell family since 1860. Auto items have been handled 
since autos were made possible for the majority. In 
fact this company was one of the first hardware stores 
in New England to appreciate the tremendous oppor- 
tunity for business with the motorist and for him. 

Today 75 per cent of the auto business of the firm is 
with the garage, service station and, in a wholesale way, 
to smaller hardware dealers in nearby towns and other 
parts of Holyoke. 

The Russell auto accessory stock is very complete 
and varied. Many manufacturer’s stock cabinets and 
helps are utilized to simplify the stocking and display- 
ing of their particular lines. Several replacement 


hes agencies are headquartered in this 
store. For example, bearings and 
piston rings. 

Talking with Robt. Russell, the new- 
ly elected vice-president of the New 
England Hardware Deal- 
ers’ Association at that 

organization's recent 
ng convention, we were 

Py” 













interested in his com- 
ments on the attractive 
market for these items among garages, etc. 

Every town has its full quota of repair stations and 
every repair station needs parts, accessories and tools 
which hardware dealers can sell profitably. The me- 
chanics and handy car owners intending to fix up cars 
will come first to the hardware store for bolts, nuts, tools 
and many oiher items. It is perfectly logical for these 
people to expect the same hardware man to supply the 
parts and extras. 

To really develop a satisfactory garage trade on auto 
parts, personal solicitation appears necessarv. Qnuily a 
very few of these good customers of yours could estab- 
lish strictly wholesale relations and if they did. adequate 

(Continued on page 80) 
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Here is an example of modern tool display installed in the store of the Steinman Hardware Co., Lancaster, Pa. 


Tools in Assortments Will Increase Your 
Annual Sales Volume 


Nevada merchant has made success of putting a number of tools into assort- 
ments and offering them to the trade at a lump sum—AdvVvertises through 
local papers and carries complete stock 


ANY hardware merchants today have found it 
possible to make larger tool sales by selling tool 
assortments. (Often a householder who comes 

into the store with the intention of buying only a hammer 
or saw can be persuaded (through a little salesmanship ) 
to also buy a screwdriver, plane, drill, and, perhaps, a 
hatchet or a file, if these individual items are grouped 
together and offered to the purchaser at a lump sum. 

The Reno Mercantile Co., Reno, Nev., has found from 
observation that the average man is hesitant in buying 
two or three tools at a time unless he is actually in need 
of them. But, if he can be persuaded to purchase two 
or three items together at a reasonable figure, he usually 
will do so. The Reno company has demonstrated this 
fact time and again. 

This firm does another thing that is not done to a 
great extent by hardware mercl:ants—sells tools to 
women. ‘The chief reason why it has been so eminently 
successful in this phase of tool selling is because a large 
womens’ trade has been developed by carrying in stock 
such articles and merchandise as women would naturally 
purchase, 1. e., china and glassware and other household 
equipment. 


G. H. Eaton, the alert proprietor of the Reno Mercan- 
tile Co., knowing that women seem to have a liking tor 
buying assortments at a lump sum, especially if the 
figure is an odd one, such as $1.79, $2.48, etc., made up 
special assortments sometime ago of chinaware and 
household equipment, which he price tagged at odd 
figures. The difference in the volume of sales was quite 
noticeable. One window was also used for displaying the 
merchandise offered in these assortments, and the dis- 
play attracted considerable attention. Mr. Eaton also 
advertised extensively through the local newspapers so 
as to reach the surrounding country trade. 

Later, the idea struck him that if women liked to pur- 
chase dishes and equipment in assortments, the men 
might very readily be interested in acquiring small as- 
sortments of tools. So the idea was given a trial. A 
number of assortments were made up and placed on 
display, both in the store windows and inside the store 
on tables. 

The men, however, didn’t seem to take to the assort- 
ment idea, but the women did. A number of women 
bought tool assortments, and, of course, they advertised 

(Continued on page 80) 
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Window display of one of the five stores operated by the Dressler Hardware Co., Los Angeles, Cal. 

















Spring Sales on Vacuum Cleaners 


Multiply Turnover 


geles, Cal., holds a spring sale on vacuum clean- 

ers, which multiplies its stock turn on this line of 
electrical appliances by what the management of the 
hrm refers to as “a good round number.” The accom- 
panving illustration of a window display in one of the 
hve stores operated by this company, is interesting not 
only as a display of merchandise, but as a “selling win- 
dow.” The cards arrest and hold attention. 

In the first place, most women are interested in terms. 
The most conspicuous card in the display announces 
“easy terms.” The card at the extreme left of the pic- 
ture as you look at it gives an illustration, in colors, 
of a woman operating a vacuum cleaner similar to the 
ones on display. Beneath the illustration it states that 
these cleaners keep your home ‘clean, sweet and fresh.” 

The second card from the left bears the following 
words: “Springtime is ring time. The engagement ring 
brings a dream of days of continued happiness and 
brightness.”” Nothing about a vacuum cleaner in that, 
vou will notice. The obvious implication, however, is 
that “days of continued happiness and brightness” can 
only be maintained by the use of modern electrical ap- 
pliances such as are shown in the window. 

In the center background of the display is a large 
circle with a vacuum cleaner mounted on a_ pedestal. 
‘\ circular card suspended above the machine carries 
these words: “The jewel of the home.” 


yee spring the Dressler Hardware Co., Los An- 


Directly below the machine in the circular frame is a 
card smaller than the others. It is in the dead center 
of the display, and it gives the specific information that 
every prospective buyer wants to know, namely, “cash 
price $60. Easy terms if desired.” 

To the right of that card is another, a larger one 
which presents the following statement: “Springtime 
is housecleaning time. Those dreams of continued hap- 
piness will always be yours if you do your cleaning” 
with a vacuum cleaner. Again the idea of happiness is 
repeated. | 

Over in the right-hand corner of the window 1s an- 
other card with a picture of a machine in use. Below 
the picture it states that the vacuum cleaner “gets all 
the dirt by air alone.” 

In this display there are seven cards, six vacuum 
cleaners, some tubing and several pieces of decorative 
material, yet the effect of the display is not that of a 
crowded window. 

As a result of this display the Dressler Hardware Co. 
materially increased its sale of vacuum cleaners. It 
featured them at the psychological time, the time of 
spring-cleaning, the time of pre-nuptial shopping for 
spring brides and bridegrooms, the time of the year when 
nearly everybody is looking for some quick and easy way 
to do the customary and unpleasant job of spring fresh- 
ening. Try it out in your own community. The results 
may surprise you. 
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Get Small Electrical Items Out in the Open 


This class of merchandise must not only be seen to be appreci- 
ated, but must also be available for examination by the customer. 


Y pushing consistently the sale of electrical goods 
during the past five years Julius Geisler, Cincin- 
nati hardware retailer, in figuring the volume of 

lusiness he did in 1926 found that electrical merchan- 
(lise led all other products, including general hardware. 

The fine display of his stock of electrical items on 
open shelves just inside the front door at the right of 
the store as the customer enters, has been instrumental 
in building up sales. Mr. Geisler constructed special 
slanting shelves, which enabled him to put his small 
inerchandise in a position so that whoever came into the 
store could see it readily. Every piece of electrical 
merchandise is out in the open where it can be examined 
instead of being housed in glass display cases. 

About fifty items, including radio accessories, are car- 
ried in stock. The principal demand is for electric 
sockets, floor plugs, fuses, lamps, A 
batteries, dry cells, flash light batter- 
ies and lamp cords. In the radio 
line the only goods handled are A 
batteries, B batteries and tubes. 

It is Mr. Geisler’s long established 
policy to have no special sales of 
electrical products at any time during 
the year. While some business may 
be lost in the course of twelve months 
by adhering strictly to that plan, 
profits will in no wise be affected. 

In June the sale of lamps is 
stressed, and as the holiday season 
approaches at the end of the year 


Christmas tree lighting has become increasingly impor- 
tant in the volume of business. 

Mr. Geisler points out the fact that the dealer should 
not overlook electrical repair work, which will reach 
sizable proportions if he makes even a slight effort to 
provide that sort of service. Especially are housewives 
constantly. wanting electric irons and vacuum cleaners 
repaired. 

To focus the attention of passers-by on his window 
displays, during the evening Mr. Geisler often uses a 
colored spotlight, concealed in the upper part of the 
window, to play upon the commodity exhibited. 

\\ith the idea of having every person who passes his 
store look in and see the merchandise in stock, Mr. 
(ceisler has removed the walls at the rear of his show 
windows. Thus, one can obtain a complete view of the 
entire store when walking past. 




















BOVE: °The window display 
of electrical appliances ar- 
ranged by James & Hawkins, 
Jamaica, N. Y. This window at- 
tracted a lot of attention and was 
productive of gratifying sales re- 
sults. 

Left: The electrical goods dis- 
play of Julius Geisler, Cincinnati, 
Ohio. Note the specially con- 
structed slanting shelves for dis- 
plaving small merchandise to ad- 
vantage. This arrangement was 
placed just inside the door so that 
customer did not fail to see it. 
Everv piece of electrical goods is 
out in the open where it can be 
examined, instead of beiné kept be- 
hind glass show cases. The result 
is reflected in the increased de- 
mand for this class of merchandise. 
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A. M. Anderson 


New President 
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P. W. Waltz 


New Vice-President 


C. H. Casey 


Re-elected Secretary 


South Dakota Retailers Discuss Merchandising Trend 
in Annual Convention at Sioux Falls 


South Dakota, the ‘Sunshine 


“T ro the conditions in South Dakota, we had what can be con- 


sidered a very wonderful convention. 


State,’ has the world beaten for optimism and cheerfulness. The 
foundation for a bountiful harvest is laid by the abundance of moisture 
that is already in the soil, so that if other weather conditions favor agricul- 
ture, there will, no doubt, be great prosperity in this region during the pres- 


ent year.” 


The foregoing is the way Charles H. Casey, secretary of the South 
Dakota Retail Hardware Association, summarizes the twenty-second an- 
nual convention of that organization, held in Sioux Falls, Feb. 22, 23 and 
24. As has been customary at past conventions, the meetings and exhibits 
were both held in the Coliseum Building, and while the att@ndance this year 
was not quite up to the high record established last year, the lack of num- 
bers was compensated for by the interest and enthusiasm of those present. 





In his annual report, which opened the 
convention program, covering the associa- 
tion’s activities during the past year, Sec- 
retary C. H. Casey spoke at some length 
on the proper attitude of the hardware 
retailer toward installment selling. In this 
connection he said: “It seems that the 
public is so committed to installment buy- 
ing that the slogans, ‘Purchase out of the 
income in place of capital,’ ‘Ride while 
you pay, and the other catchy phrases, 
have been so well advertised that partial 
payments have come to be a real institu- 
tion, that if you will have nothing to do 
with it you are likely to let outside con- 
cerns come into your territory and take 
away quite a bit of desirable business. 
Watch it and study it, and when you can 
make a sale on this plan that you are 
morally certain will come through all right, 
you should take the business, but take it 
on a sound basis, get a substantial down 
payment. On the average it should not 
be less than 25 per cent and more if the 
merchandise is of a nature that will depre- 
ciate rapidly. Have your installments 
large enough so that the goods will be 
paid for in much less than the average life 
of the article, and see that the payments 
are met promptly on the dates agreed upon 
in the contract.” 











R. A. Stevenson, dean of the school of 
business, University of Minnesota, spoke 
on the “Future of Retailing,” and cited 
the economic developments which had made 
possible the rapid growth of the chain 
store idea. He quoted figures showing a 
comparison of merchandise costs and re- 
sale prices between chain stores and indi- 
vidual stores in various lines, and pre- 
dicted the “invasion of the hardware field 


| by the chain store. He said in part: “Con- 


siderable stress has been laid on the feature 
of industrial situations that have caused 
this development and to the extent to 
which this form of competition has al- 
ready become evident. Can the unit store 
survive in this struggle? The answer to 
this question depends upon the way in 
which the unit store meets this. form of 
competition. The inefficient store is bound 
to go; the efficient can and will remain 
and be profitable. 

“The large corporation will expand only 
on the basis of profits. If profits are avail- 
able, more capital will go into the chain 
store and other forms of large scale mer- 
chandising. Just as soon as it is found 
that new capital will not yield a profit, 
the large corporation will cease to expand. 
It is your problem to find the means of 
making your business profitable while sell- 








ing goods at the same price that they do.” 

In the evening of the first day a ques- 
tion box session was conducted under the 
direction of Harold W. Bervig, trom the 
office of the National Retail Hardware 
Association. Individual and local prob- 
lems were brought up by the dealers and 
thoroughly discussed. 

Two hardware retailers shared honors 
on program on Wednesday, the second 
day—Henry Leitschuh, of Sleepy Eye, 
Minn., gave his experience of putting his 
store on a strictly cash basis, while Price 
Bondurant, of Great Bend, Kan., spoke on 
“Pulling Together.” 

Mr. Leitschuh contended that he was 
able to sell for less on a cash basis than 
he had under a credit plan, and that, in- 
stead of losing customers, he was attract- 
ing new people to the store. He turther 
claimed that by selling only for cash he 
was in a position to pay cash for his mer- 
chandise and was thus able to obtain bet- 
ter prices. He also said: “The time is 
over when some customer takes his ac- 
count, scans over the items and brings up 
a doubt regarding the purchase of one or 
two of the items. An argument ensues, 
the dealer explains to the best of his abil- 
ity. The customer pays the bill, but goes 
out with a silent grudge, believing the 
dealer is dishonest, and ceases to be a cus- 
tomer of the store.” 

In speaking of the need for greater co- 
operation between retailers and whole- 
salers, Mr. Bondurant said: “Wholesalers 
claim that there are too many retailers, 
and that two-thirds of them are incompe- 
tent, yet they extend unwise cgedits and 
give ruinous service to keep iff business 
fellows who would soon pass out if forced 
to stand on their own feet. They are keep- 
ing three or four half-stocked, struggling 
hardware stores in towns that can sup- 
port but one. This multitude of small 
stores, managed by men naturally unfit for 
the job, or too lazy to give the necessary 
effort, are not able to hold the hardware 
business of their communities, so a lot of 

(Continued on page 52) 
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J. A. VanNattan 
Retiring President 


C. G. Gilbert 
New Vice-President 


S. J. Koehler 
New President 





Leon D. Nish 
Re-elected Secretary 


F. W. Swannell 
New Director 


Illinois Hardware Men Meet for 
Intensive Study of Retailing Problems 


OR the intensive study of retailing problems, the hardware men of 
B iinsis met at the Hotel Sherman, Chicago, Feb. 15, 16 and 17, in the 

Thirtieth Annual Convention of the Illinois Retail Hardware Associa- 
tion. Nearly 2000 dealers, clerks and visitors registered during the meeting 
and the 100 or so manufacturers and jobbers exhibits, which occupied the 
entire mezzanine floor, were thronged from early to late. Five convention 
sessions were crowded into the three days, one afternoon being left free to 
enable the dealers to visit the displays. 

J. A. VanNattan, Springfield, president of the association, summed up 
the problems before the gathering for discussion when he said in his 
“president’s message” at the opening session: “The independent retailer 
of today is fighting a battle for existence. A good many serious problems 
are confronting us. If such conditions continue, a large number of retailers 
will be forced out of business. It is a fact that closer cooperation by all 
factors involved to make the position of the retailer secure and to provide 
satisfactory returns for his efforts are necessary.” 





versity of Illinois, Urbana, in discussing 
the economic position of the retailer of 
today, said: “Retailing is essentially a 
producing function. The retailer produces 
time, place and possession utilities; and 
these utilities are just as essential to the 
well-being of society as the form utilities 
produced by the manufacturers. The chief 
problem of the retailer, then, is to forecast 
with as much accuracy as possible, the 
normal demand for the utilities which he 
In commenting upon installment buy- | creates and to meet this demand in an in- 
ing, Mr. VanNattan said: “The day of | telligent and efficient manner. 
installment selling has reached the point “In forecasting and meeting this de- 
where it ceases to be a factor to increase | mand, the retailer, unless he is to subject 
sales, but installment selling is with us | himself to the hazard of every passing 
to stay, and I am fully convinced that the | whim, must study his own problem in the 
retailer, particularly the one handling the | light of past experiences properly adjusted 
larger items of merchandise, who does not | to current conditions. In no other way 
use the deferred payment plan is taking | can he hope with any reasonable degree 
slow poison. I do not advocate the dollar | of expectation to keep abreast with the 
down and a dollar a week method, and | trends and tendencies of his business, much 
would not sell to anyone who could not | less to anticipate them.” 
make a down payment of from one-fourth William Bethke, of the LaSalle [xten- 
to one-third on the purchase price. Han- | sion University, Chicago, the only speaker 
dling this line of business in this manner, | at the session held on the first afternoon, 
we have made satisfactory collections and | gave a remarkably clear and concise state- 
up to date we have not repossessed a | ment of the conditions “surrounding hard- 
single item.” ware retailing. As an introduction to his 
Dean Charles M. Thompson, of the Uni- | remarks he said: “Today the whole order 


“The future of our business, as retail- 
ers of hardware, is largely up to us. For 
the past eight or ten years we have been 
coasting along. Some have made a little 
money without much effort on their part, 
but with the changing conditions we are 
coming back to real competition and up- 
to-date merchandising, and the merchant 
who is efficient and who has adopted up- 
to-date methods will show the best profit 
in the future.” 











of merchandising is being challenged by 
a host of new problems. In addition to 
mail order institutions, we have chain 
stores, cooperatives, direct selling on a 
scale never before equaled, installment 
selling, nationalization of markets through 
advertising, mobility of markets as the 
result of the convenience and speed of 
modern travel, new channels of distribu- 
tive competition with established traditional 
institutions, such as drug stores and de- 
partment stores competing with hardware 
stores, competition between staples and 
luxuries, style, novelties and a multitude 
of similar problems all challenging the 
old order and calling for new merchan- 
dising adaptations.” 

Mr. Bethke further said: “Equally im- 
portant with changing competitive condi- 
tions are changing living habits of our 
cfistomers. In fact, it is well known that 
the customer is the real boss of merchan- 
dising. His financial ability to buy, either 
for cash or on credit, sets positive limits 
on selling in any community and in the 
country as a whole.” 


Installment Selling Will Persist 


Of installment selling, he said: “Install- 
ment selling is inherent in present-day 
specialty selling. It is also reaching back 
into the older staple lines of merchandise 
of a high price, often replacing a less 
sound charge account system. I appreciate 
the weaknesses and dangers in installment 
selling, but you must not close your eyes 
to its possible adaptations and uses as 
you did earlier to mail order competition. 
Installment selling will persist in spite of 
our feelings and prejudices. You should 
learn to adapt it safely to your own ad- 
vantage. Determine the lines where you 
can use it. Work out a plan of adequate 
mark-up or a plan of making a definite 
carrying charge to be added at the time 
of sale, require adequate first payments 
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and insist on prompt payment of install- 
ments due. 

In reference to “hand-to-mouth” buy- 
ing, he stated: “The prevalent policy of 
hand-to-mouth buying is both a _ protest 
against high pressure selling, which tended 
to overstock the dealer, and a_ practical 
plan because of the quicker adjustments 
to supply and demand now possible. The 
greater efficiency in manufacturing and 
transportation, the shortening of time be- 
tween the beginning and the finishing of 
a product, and its delivery to the retailer 
or the consumer furnish a permanent foun- 
dation for this movement. There still re- 
mains the problem of how to adjust most 
economically hand-to-mouth buying with 
quantity production and quantity selling. 
The safety involved in this method of 
buying is likely to be retained.” 

On Wednesday forenoon a_ rather 
unique and very interesting arrangement 
of the program brought before the deal- 
ers, Price Bondurant, a hardware retailer 
from Great Bend, Kan.; C. J. Whipple, 
president of Hibbard, Spencer, Bartlett & 
Co., Chicago, hardware wholesalers and 
1D). A. Merriman, of the American Steel & 
Wire Co. and president of the American 
Hardware Manufacturers Association. 


Price Bondurant Speaks 


Mr. Bondurant issued a challenge to 
the other two links in distribution when 
he said, “A study of the problems of dis- 
tribution forces the conclusion that the 
distribution of the thousands of items in 
a complete hardware stock is most eco- 
nomical through the present system of 
maker to wholesaler to retailer to con- 
sumer. Other short cut methods do about 
the same things under different names. 
The trouble therefore does not seem to 
be with the system but rather in the 
present inefficient handling of it. We re- 
tailers have tried alone in a feeble way to 
solve some of the existing problems but 
since the distribution of hardware is a 
joint enterprise of manufacturer, whole- 
saler and retailer, and since the remedies 
for many of our ills must be supplied from 
outside the province of the retailer, it 
seems that all three units ought. to be 
equally interested in the successful solu- 
tions of the problems which confront each 
one. 

“Cooperation of these three factors is 
urgently needed to eliminate unnecessary 
expense all down the line, so that the re- 
tailer may have lower prices and be able 
to compete profitably with other stores. 
When any improvement in trade practice 
is Offered, the objection is raised that it 
will put somebody out of business. I 
would like to raise the question for dis- 
cussion, ‘Does the spirit of team-play con- 
template keeping in business all factors or 
individuals that choose to attach them- 
selves to the forces of distribution, re- 
gardless of their fitness or the need for 
them?’ ”’ 

Mr. Whipple followed Mr. Bondurant 
and explained the position of the whole- 
salers in the present plan of distribution 
by saying, “The wholesaler, to justify his 
existence, must, on the average, be able to 
get his merchandise into the hands of the 
dealer at a less cost than the manufacturer 
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can by selling to the dealer direct. If 


the jobber did not do this he could not 
remain long in_ business. The _ profit 
margin of the jobber has not varied in 
many years and is even less now than a 
score of years ago, but our expenses have 
sharply advanced and it is only our oper- 
ating economies and increased volume that 
enabled us to get along. 

“In addition to the increased expenses, 
you are constantly demanding more and 
more service. You insist upon small 
orders and prompt shipments and it is a 





Paul W. Mulliken 
Assistant Secretary-Treasurer 


fact now that wholesalers are making 
more shipments by parcel post than by 
freight. 

“The interests of the jobber and the 
retailer are identical when it comes to 
mail order and chain store competition. 
We sell to neither and if merchandise 
reaches the consumer through these chan- 
nels, it is total loss as far as the jobber 
is concerned. We try to help you by 
giving you goods under our own brands 
and we guarantee these goods without 
reservation. 

“I do not look for radical changes in 
the present scheme of distribution. Most 
worth while changes come from gradual 
education rather than from sudden revi- 
sion and economic laws that never change. 
Most of our troubles are due to a lack of 
understanding and a lack of confidence 
in each other. Can we not, working to- 
gether, tend to eliminate this and present 
a more determined front to the ever-in- 
creasing competition that we are facing?” 

The manufacturer’s interest in the re- 
tailers problems was manifested by Mr. 
Merriman when he said, “Manufacturers 
are interested in the success of the retail 
trade and recognize, of course, some vari- 
ation in the methods adopted by individual 
concerns. Most all employ in some form 
or other, sales service—a comparatively 
new term, which means the linking to- 
gether of the producer, the distributer and 
the retailer. 

Ralph W. Carney, Wichita, Kans., the 
first speaker on the last day of the con- 
vention, made a strong plea for more effi- 
cient clerks in the hardware stores and 
said that it was up to the dealers to help 
their employees to progress. A_ portion 
of his recommendations were: 

“Consult your clerks sometimes on mat- 
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ters of procedure and selling policy. Let 
them occassionally work out their own 
ideas. Even, if they fail, the opportunity 
for initiative and creative work will kin- 
dle their ambition and they will have plans 
that won't fail. 

“Instead of having your clerk feel that 
he is just a sort of porter and that you 
are the boss, let him feel that the success 
of the store depends upon his completing 
the final process of making a sale.” 


Modern Store Methods 


H. H. Daughters, Painesville, Ohio, as 
the next speaker, gave a very comprehen- 
sive talk on “Modern Store Methods,” 
stressing the importance of proper ar- 
rangement of fixtures. The key-note of 
his talk was, “There are three fundamen- 
tals in merchandising—three major funda- 
mentals, that, if followed to the letter, 
will unfailingly increase business. 

“First, your store must be properly ar- 
ranged. Your fixtures, display tables and 
show cases must be so arranged as to 
bring them in direct contact with all 
merchandise. 

“Second, proper merchandising display 
is no less important and must be carried 
out in detail to insure the success of your 
proper store layout. These two principles 
are so closely allied that one cannot be 
successful without the other. No matter 
how well a store is laid out, inducing peo- 
ple to circulate through it, if the displays 
are not of the right type they will not sell 
the maximum amount. 

“Third is the price ticket. If there was 
ever gross neglect in running any part of 
a store it is certainly in the line of price 
tickets. The merchandise attracts the cus- 
tomer’s eye—but it is the price card that 
creates- the interest in the article and it 
is the price card that generally causes the 
customer to pick up and examine the arti- 
cle.” 

At the final session of the convention 
Paul J. Stokes, from the office of the Na- 
tional Retail Hardware Association, pre- 
dicted the establishment of a chain of 
hardware stores and stated that the salva- 
tion of the individual retailer lay in his 
ability to control his stock to the extent 
of how exactly what and how much of 
every item he had in stock and what and 
how much his customers would buy within 
a given period. 

Hobart R. Beatty, Clinton, IIl., presi- 
dent of the National Retail Hardware As- 
sociation, gave a review of the services 
offered by the State and National organi- 
zations and told the dealers that they had 
available to them for the asking services 
that would put them in a position to com- 
pete successfully with the various agencies 
that were encroaching upon their business. 

The last thing on the program was the 
election of officers for the ensuing year 
and upon the recommendation of the nom1- 
nating committee the following were 
unanimously chosen: S. J. Koehler, Chi 
cago, president; C. G. Gilbert, Oregon, 
vice-president; and B. A. Schroeder and 
Howard Priestly, Princeton, new members 
of the board of directors. Leon D. Nish, 
as secretary-treasurer and Paul W. Mulli- 
ken, as his assistant. were elected for 
another yéar. 
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William Moore 
Treasurer 


Michigan Retail Hardware Association Holds 


Annual Convention at Grand Rapids 


HE week of Feb. 7 marked the thirty-third anniversary of the found- 
ing of the Michigan Retail Hardware Association, and on that occa- 
sion the organization, now with 1731 members, held its annual 
convention at Grand Rapids. There were four convention sessions, the 
first being held on Tuesday afternoon and the others in the forenoons of 


the three succeeding days. 


The first session opened in the customary manner with an address by 
the president, George W. McCabe, in which he announced the purpose of 
the meeting to be a study of the future of hardware retailing. He pointed 
out some of the many problems confronting the individual dealers and laid 
particular stress upon mail order house, chain store and jobber competition. 





Arthur J. Scott, secretary, then gave 
his annual report, telling of the varied as- 
sociation services which had been ren- 
dered to members and pointing with pride 
to the fact that the Michigan association 
was now the largest of the state hard- 
ware organizations. William Moore gave 
his financial report as treasurer. 

Following these more or less routine re- 
ports, Herbert P. Sheets, secretary-treas- 
urer of the National Retail Hardware As- 
sociation, gave the first address of the con- 
vention, speaking on the subject, “The 
Problem of Adjustment.” Mr. Sheets 
cited the many changes which have taken 
place during the past few years in the 
methods of transportation, communication, 
dress, living and, particularly, buying 
habits. He urged that the dealers keep up 
with the times and stated that it was im- 
possible to run a hardware store today 
along the lines that were proper and 
profitable some twenty years ago. 

The next speaker, Dean Charles M. 
Thompson of the University of Illinois, 
Urbana, IIl., prefaced his remarks by say- 
ing that he came before the convention, not 
as an experienced hardware merchant but 
rather as a customer and that his view- 
point was that of a customer. From this 
customer’s viewpoint, he said, “The typi- 
cal customer is vitally interested in the 
quality of the goods he buys, in the price 
he pays for these goods, and in the man- 





ner in which the seller renders him service. 
Strictly speaking, these are but segments 
of the same circle and cannot therefore 
be separated, however much at the time 
they appear to bear no relation one to the 
other. Furthermore, the typical customer 
prefers, other things being equal, to do 
business with those he knows and in whom 
he has confidence. He may be led away by 
price appeal, and it is possible that this 
appeal may be illusionary, yet he feels, 
and honestly so, that he is getting from 
strangers what his friends have denied 
him. 


Admit Merit Where Due 


“If any new system of marketing makes 
inroads on established practices and if it 
holds its position for any length of time, 
the obvious conclusion must be that it 
possesses merit. Therefore, the dealer 
who will give himself to a study of the 
methods of the mail order house and 
similar competitors and who will candidly 
admit merit when merit is due, is on the 
broad highway to successful and profitable 
competition with them.” 

As a student and teacher of economics, 
Mr. Thompson said of the rapid growth 
of installment buying, “Obviously every 
retailer is possessed of a legitimate desire 
to make a bona fide sale either for cash 
or on installments. Yet just as obviously 
no single sale can fall into both categories, 





it is either cash or credit. Obviously also, 
is it that the change from cash to install- 
ment buying increases neither the national 
income nor the total purchasing power of 
society. The real danger back of install- 
ment buying is not, as many contend, the 
inclination of consumers to buy what they 
do not need, but rather it is the building 
up of manufacturing and marketing ma- 
chinery, which when the cash market has 
been weakened by installment buying, 13 
found to be out of all proportion to the 
size and extent needed. In other words, 
when installment buying reaches its peak 
and then moves along normally from year 
to year it becomes in reality an anticipated 
cash market. This important fact the wise 
retailer will understand, and its conse- 
quence he will be prepared to assume in a 
business-like way.” 

The first speaker on the second day was 
Jamés A. Draper, a hardware dealer from 
Detroit, who, in speaking on “Installment 
Selling and Finance,” denounced this prac- 
tice in no uncertain terms. He character- 
ized it as the greatest menace in business 
life today and stated that it was compara- 
ble in its results to the slavery condition 
that existed in the South before the Civil 
War. He unalterably opposed the mort- 
gaging of the future, as he called it, and 
blamed upon installment selling the re- 
sulting financial conditions, the crime 
waves in the larger cities. He stated 
that unless the public became rational in 
regard to the “deferred payment plan” a 
general slump in business was inevitable. 

Mr. Draper was followed on the plat- 
form by J. Fred Berner, a dealer from 
suffalo, N. Y., who made a plea for 
greater cooperation, not only among hard- 
ware men, but among all retailers. He re. 
cited the experiences of the merchants in 
his neighborhood in Buffalo in uniting to 
bring trade into their territory and their 
successful use of cooperative newspaper 
advertising. Mr. Berner claimed that the 
present day competition of mail order 


| houses and chain stores was in reality a 
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blessi. g in disguise in that it spurred the 
inditidual retailer on to improving his 
store, his methods and his usefulness in 
his community. 

S. R. Miles, of the National Retail 
Hardware Association office, gave the deal- 
ers some plain facts regarding overhead 
costs and urged modern display methods 
as a means of increasing sales volume and 
at the same time reducing the cost of do- 
ing business. — 

Ralph W. Carney, of Wichita, Kan., 
was the last speaker on the day’s program, 
and his subject was “Welding the Weak- 
est Link,” a plea for more efficient store 
salesmen. He said in part, “The general 
refusal to invest any dignity whatever in 
the position of the retail individual has 
found its unfortunate reflection in the 
attitude of the retail clerk himself. The 
average clerk seems to feel that his posi- 
tion is one of little responsibility, little op- 
portunity, and that his function is one 
of merely ‘wrapping up’ whatever a cus- 
tomer calls for. The average clerk uses 
but little imagination to create desire for 
merchandise in the mind of his customer 
and fails to employ, with rare exceptions, 
that most potent of all sales forces, the 
simple power of suggestion, that, tactfully 
used, results so often in the sale of addi- 
tional goods other than that the customer 
intended to buy. 

“TI cannot understand why a merchant 
will devote the most careful scrutiny to 
credits, why he will exercise the most 
consistent care in buying, why he will de- 
vote thought to the arrangement of his 
store, why he will burn midnight oil pre- 
paring his advertising for local papers, 
why he will spend time and effort and 
money and thought on every phase of his 
business that contributes only indirectly 
toward profits and then let the agency that 
contributes most directly toward sales and 
profits slip by with little or no attention. 
I cannot understand why he will devote 
thought to all the other angles of his busi- 
ness, and then hire his clerks, stick them 
behind the counter and take them for 
granted. 


Good Salesmanship a Matter of 
Study 


“Good salesmanship is not a special gift 
of Providence to a certain few favored 
individuals. It is just simply a matter of 
study, application and observation, to- 
gether with a combination of common 





HARDWARE AGE 


sense, a desire to serve and some knowl- 
edge of sales funcamentals that must be 
taught—hence the taking of hardware 
trade papers and the reading and studying 
of the experiences of others who have 
been successful.” 

Charles J. Crawford, who, after spend- 
ing several years as a salesman for a 
wholesale hardware company and later as 
proprietor of his own hardware store and 
who is now connected with a large de- 
partment store in Port Huron, was the 
opening speaker on the third day of the 
convention and gave to the dealers as- 
sembled some very interesting facts re- 
garding the merchandising methods used 
by department stores and illustrated his 
remarks by charts showing the various 
bookkeeping forms used in his store for 
the purpose of stock control. 

Mr. Crawford said, “By using the re- 
tail system figures are computed on the 
retail price instead of the cost. This au- 
tomatically gives a perpetual inventory 
of the stock on hand, tells exactly the 
margin of profit, or mark-up, and gives 
a positive check on leaks and shortages 
that eat up profits in a dozen ways. There 
is nothing complicated about the retail 
system, nor does it require the services of 
an expert accountant to operate it, and yet 
it is in just the past few years that it has 
been put into practical use. 

“With the retail system you buy your 
merchandise, know that you have it 
marked to bring a certain margin, then 
all there is left to do is to sell it, and, 
the department stores, by keeping record 
of their past sales and by making a study 
of conditions, can tell almost to a dollar 
of how much they can sell during a month. 
If conditions are quiet, if the season is 
late, or the weather bad, they realize that 
some inducement must be made to force 
their sales to the mark set. They know 
what their mark-up is and just how much 
they can sacrifice, and, instead of marking 
down a number of items, they put a sen- 
sational price on a few well known lines, 
and this is where the poor hardware man 
thinks that he is being robbed of the busi- 
ness that rightfully belongs to him. 

“The automobile and good roads have 
made it possible for people who in former 
years were content to live quiet home life 
to travel great distances where they are 
directly influenced by the more modern 
methods of merchandising. The radio has 
been one of the greatest factors in bring- 
ing the people all over the country in 
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closer touch with what is going on in the 
world. The farmer of today, living in 
what at one time was termed the back- 
woods, is just as well posted on the topics 
of the day as his city cousin, and any busi- 
ness that has not kept pace with the age 
in which we are now living finds itself 
facing a grave problem.” 

Charles H. Williams, a hardware dealer 
from Streator, Ill, told the convention 
some vl his own experiences in keeping his 
store, one of the oldest in his state, up 
with the times. He related his success in 
canvassing in his territory and urged the 
dealers to adopt modern methods if they 
would hope to stay in business. 

Paul W. Ivey, of the Northwestern 
University, Chicago, Ill, next talked on 
“The Brand of Salesmanship That Will 
Sell More Hardware in 1927.” His advice 
to the dealers was to use more aggressive 
sales methods and stated that the jobbers’ 
salesmen should instruct the retailer how 
to sell. He said, “If the customer will 
come to the store—fine—but if the cus- 
tomer will not come to the store, go to the 
customer.” 

Mr. Ivey gave three ways in which a 
merchant could increase the volume of his 
sales: (1) By selling more people; (2) 
By selling each person a larger quantity, 
and (3) By selling a higher quality of 
merchandise. He stated that a customer 
always bought what he wanted but that 
some salesmen could make him want more 
things than others. 


Election of Officers 


At this time Scott Kendrick, of Flint, 
a chairman of the nominating committee, 
made the following recommendations for 
officers for the coming year, and their 
election was unanimous: G. L. Glasgow, 
Nashville, president; Herman Dignan, 
Owosso, vice-president; and Charles Sut- 
ton, Howell, as new member to the board 
of directors. At a meeting of the new 
board the following day Arthur J. Scott, 
secretary; William Moore, treasurer, and 
Charles F. Nelson, field secretary, were 
all reelected to serve another year. 

The last session of the convention was 
purely a business meeting restricted to 
members of the association only at which 
time some proposed amendments to the 
constitution and by-laws were discussed 
and the reports of various committees were 
heard. The only matter of general inter- 
est was the selection of Detroit as the 
place of the 1928 meeting. 


English Speaking Countries Buy Most American Hardware 


a peered half the total hardware exports of the 
United States in 1926 went to English-speaking 
countries, according to a summary just issued by the 


Department of Commerce. 
The full text follows: 


The importance of foreign English-speaking countries 
in the United States hardware export trade is evidenced 
by the fact that this group in 1926 consumed 48 per 
cent of the hardware shipped from the United States. 


to all countries. 


Exports of hardware from the United States to the 18 
English-speaking countries during 1926 amounted to 
$4,599,945, as compared with $9,639,782—total exports 


jritish India, British Malaya, and the Philippine 


tries. 


Islands are included in this group because English is the 
foreign commercial language most commonly used, and 
they are affiliated politically with English-speaking coun- 
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Retail Efficiency and Trade Problems 
Discussed by Southern California Merchants 


REDICTING a great future for the city of Los Angeles John N. 

Willys voiced the sentiment of those in attendance at the annual con- 

vention of the Southern California Retail Hardware Association, held 
at the Ambassador Hotel in that city February 22 to 24. More than one 
hundred retail merchants were registered. 

A new convention schedule was carried out this year, by holding sessions 
on the three afternoons of the session, leaving the mornings and evenings 
free to transact business, visit the interesting and extensive exhibits in the 
Ambassador Auditorium, and enjoy the recreational opportunities which 
Los Angeles and its far-flung vicinity afford. 





Therefore the sessions were only part 
of a general educational opportunity that 
was afforded to the merchants of South- 
ern California during the convention. 

“Nineteen twenty-six has been one of 
the best years in our business history,” 
said President Fred M. Gazlay, in open- 
ing the convention, over which he presided 
with admirable poise and good taste. 

“Sales have been within a small per- 
centage of our 1925 figures, in some cases 
over and in some cases under, but with 
little deviation either way. Three factors 





Fred M. Gazlay 


Retiring President 


are responsible for our general prosperity: 
Mass production, artful distribution and 
credit skill. . 
“The latest Brookmire estimate of the 
agricultural income of California for 1927 
sets the figure at $553,000,000, which is 5 
per cent over the four-year average, and 
places the State in third place nationally.” 
Secretary Harry L. Boyd reported that 
the association had added new members 
during the year in numbers approximately 
equal to the membership losses through 
the consolidation and liquidation of stores. 
It was stated on the floor that some 60 
stores in the immediate vicinity of Los 
Angeles had retired from business during 
the year, and that such liquidation was 
desirable in relieving the generally over- 
stored situation in Southern California. 
Twelve group meetings have been held 
in local trade centers under the auspices 





of the association during the year, with 
an average attendance of 50 at each meet- 
ing, and in the past few months the asso- 
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President 


ciation has furnished fittings for 125 open 
display tables, indicating the trend toward 
up-to-date display and sales methods. 

A year of consalidations; continued 





F. E. Hendershot 
Vice-President 


small orders; the coming of chain hard- 
ware stores, and a tendency toward high- 
rent, low-salary, downtown stores selling 
no item of higher unit value than $10— 





such were among the trends observed by 
Rivers Peterson in his address, “Present 
Business Tendencies.” Mr. Peterson an- 
ticipates that items of unit value greater 
than $10 may eventually be sold by 
specialty stores with lower rent, higher 
sales salaries and outside solicitation of 
business. 

In the discussion and questions that fol- 
lowed Mr. Peterson’s address, P. L. Lord 
of Los Angeles outlined some of the spe- 
cific difficulties which confront retail mer- 
chants in southern California, with eight 
great department stores, hundreds of chain 
organizations infringing in various lines, 
a great mail order branch with a retail 
department, and some 100 too many retail 
hardware outlets. 

The second afternoon session saw the 
second. appearance of Rivers Peterson on 
“Improved Hardware Stores,” in which he 
explained the advantages of high and shal- 
low arcade display windows with an island 
window opposite the entrance door, and a 


combination of open display tables of the 
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chain store type and sampled wall fixtures 
within. The plan suggested was for city 
stores with a width of 25 feet. 

Taking as his topic, “Building a $300,000 
Annual Volume in a Town of 1300,” Fred 
W. Anderson of Cozad, Neb., held his 
good-sized audience fascinated with his 
rapid-fire and animated explanation of the 
methods that he has found successful in de- 
veloping his department store from the 
humble beginning at the time he “mort- 
gaged his wife” to start the business. 

Mr. Anderson is referred to as the 
“Miracle Merchant,” and the basis of his 
success, according to his own statement, is 
in the personal interest he takes in every 
member of his trade area, in getting the 
cooperation and consent of his customers 
in every merchandising move he makes, 
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and in original and novel “stunts” and 
sales promotion plans. 

With letters to newcomers, new parents, 
newly married couples, teachers, ministers 
and homes where a death has occurred, by 
exchanging candy for eggs with boys and 
girls, through monthly sales and an invi- 
tational community matinée, and in con- 
stantly refreshing other ways, Mr. Ander- 
son keeps his store and his goods so for- 
cibly before his community that trade is 
attracted to his small town, rather than to 
the larger towns near by. 

On the last day of the convention Mr. 
Anderson again addressed the membership 
on the subject, “How to Advertise a Re- 
tail Business in a Small Town,” and again 
he used his own business as an illustration 
of what liberal and varied advertising will 
do. He spends from 24% to 3 per cent of 
his gross volume on advertising, and car- 
ries out a schedule of monthly sales events. 

He stressed the importance of appealing 
to the whole market by making every de- 
partment as good as the best. “Never hold 
a grudge against any item or line in the 
stock,” says Mr. Anderson, and he points 
out how an enterprising merchant can 
raise the standard of his entire communi- 
ty’s life through special fairs and shows, 
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exhibits of produce by customers, and the | gives these reasons why he thinks that 








sponsoring of athletic and public events. 

It is the practice in the Anderson store 
to show all grades of any item called for 
by a customer, and it is their experience 
that the quality article will almost invari- 
ably sell itself when compared with the in- 
ferior. The same method is successful in 
meeting mail order and peddler competi- 
tion. 

When a peddler comes to Cozad, Mr. 
Anderson waits until a start is made and 
then sends out a bulletin to his trade com- 
paring his own goods with those brought 
in from the outside and reminding his loyal 
customers that they can depend upon the 
line in question when purchased from their 
local source of supply. Little money leaves 
the community. 

The last speaker was E. B. Gallaher, 
treasurer of the Clover Manufacturing Co. 
and editor of Clover Business Service, de- 
livering his well-known address, “We 
Can't Do Business Today As We Used 
To.” Every hearer of this address is 
made to realize that pure fact and estab- 
lished principles are the soundest bases 
for plans and future prospects. Mr. Gal- 
laher takes his audience through a simple 
and elementary course in economics, and 





close-at-home buying, rapid stock turn, 
simplified stocks and careful accounting 
are fundamental in the conduct of a suc- 
cessful retail business. 

In selecting its new officers the associa- 
tion followed its practice of advancing the 
ranking vice-president to the presidency, 
and John A. Davis, proprietor of the firm 
of Pfaff & Davis, Los Angeles, was duly 
elected. F. E. Hendershot of Pasadena is 
now ranking vice-president, and Paul Rom- 
page of Hollywood is the new vice-presi- 
dent. Secretary-treasurer Harry L. Boyd 
continues in office. 

The semi-annual meeting in the fall will 
be held in Hollywood, and Walter Calla- 
han of the Dressler Hardware Co., sug- 
gested at the closing session that it might 
be worth while to plan evening sessions in 
connection with the next annual conven- 
tion, in order that the entire personnel of 
the stores in the vicinity of Los Angeles 
might hear the speakers, 

Each convention session was opened with 
community singing under the leadership of 
Wallace Moody of San Diego, and each 
evening during the exhibition an informal 
dance was held for members, exhibitors 
and their friends. 





South Dakota in Annual Convention at Sioux Falls 


it has got away to catalog houses and 
to more aggressive merchants who were 
not supposed to sell hardware at all. So 
the wholesaler who tries to build up his 
volume by wet-nursing these misfit deal- 
ers really defeats his own purpose. 


As | 


these hardware stores lose ground, whole- | 


salers try to keep up their volume by sell- 
ing at retail to blacksmiths, grocers and 
others, which further reduces the sales ot 
the expiring hardware stores. 

“Wholesalers fail to recognize that 
there are two general classes of dealer 
customers. One class is the clean-minded, 
hard-working, capable merchants who 
know their business, who buy in quantity 
in advance of the season, who pay cash, 
order by mail and demand little service. 
The other class is the misfit dealers and 
consumers allowed to buy at wholesale. 
This class buys in broken packages, are 
slow pay, cause heavy credit losses and 
collection expense, and require frequent 
calls of traveling men to write their 
orders. 

“We must not overlook the fact that 
the hardware retailer has a great deal to 
do before he becomes an efficient member 
of the team of distribution. Perhaps we 
have more to do than either of the other 
factors. We can get nowhere by telling 
the other fellow what to do and then 
shirking our part of the job.” 

On the last day of the convention Earl 
Erlandson, who was recently employed as 
a field man by the association, spoke of 
the effect of proper displays on the sale 
of small merchandise, and discussed the 
wisdom of pushing both popular priced and 
quality goods. 

John A. Monson, Braham, Minn., a past 
president of the hardware association in 
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that State, condemned the practice of some 
wholesale houses and their salesmen in 
selling in retail quantities to consumers 
and non-hardware merchants. 

H. M. Clark, of Windom, Minn., spoke 
of the dealer’s obligations to his town and 
to his fellow merchants, and cited exam- 
ples of the benefits derived from coopera- 
tion in advertising, credit extension and 
community welfare. 

The last speaker on the program was 
Harold W. Bervig, of the National Retail 
Hardware Association, who gave the deal- 





ers a highly instructive talk on store ar- 
rangement and merchandise displays, illus- 
trating his remarks by the use of large 
charts showing the actual floor plans of 
various sized stores. 

Just before the final adjournment, fol- 
lowing the recommendations of the nomi- 
nating committee, these officers were elect- 
ed unanimously: A. M. Anderson, Sturgis, 
president; P. W. Waltz, Brookings, vice- 
president, and S. E. Strobel, Cannova, new 
member of the board of directors. At a 
later meeting of the directors, C. H. Casey 
and R. O. Bacon were appointed to the 
positions of secretary and treasurer re- 
spectively. 


How Young Are YouP 


Nobody grows old by merely living a 
number of years; people grow old only 
by deserting their ideals. 

Years wrinkle the skin, but to give up 
enthusiasm wrinkles the soul. 

Worry, doubt, self-distrust, 
despair—these are the long, long years that 
bow the head and turn the growing spirit 
back to dust. 

Whether seventy or sixteen, there is in 
every being’s heart the love of wonder, 
the sweet amazement at the stars and the 
star-like things and thoughts, the un- 
daunted challenge of events, the unfailing 
child-like appetite for what next, and the 
joy for the game of life. 

You are as young as your faith, as old 
as your doubt; as young as your self- 
confidence, as old as your fear; as young 
as your hope, as old as your despair.— 
Anonymous. 


fear and 
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Minnesota Hardware Dealers Hear 
Economists Discuss Problems 


T. PAUL, Minnesota, was again the scene of the annual convention, 
the thirty-first, of the Minnesota Retail Hardware Association, Feb. 
15 to 18. As in other state organizations, this year the theme of the 


convention was “The Future of Hardware Retailing, 


9) 


and during the five 


sessions held the addresses and discussions were all in the nature of an 
intensive study of mail order house and chain store methods and recom- 
mendations as to how the individual retailer could best maintain his place 


in the chain of distribution. 


N. E. Given, of Bemidji, president of 
the organization, in his “message” had 
this to offer as a solution, at least in part, 
of the problem: “We can be guided by 
the experiences of the retailers in other 
lines—first, by getting our house in order 
—that is in more ways than one—making 
our store an inviting place, displaying 
tastefully, marking plainly, keeping it 
clean and carrying a well assorted stock, 
evenly balanced. I do not want to advise 
stocking heavily, neither do I want to ad- 
vise ordering small items too often, and 
thus, as the wholesalers say, increase their 
costs, but keep your records and on staple 
lines order your 60-day supply.” 

In touching upon the subject of “Job- 
her Competition” in his annual report, 
Secretary C. H. Casey placed a good 
share of the blame for the existence of 
this evil upon the retailers themselves. 
He said, “If the dealer will dry-clean his 
own skirts, removing all stains of un- 
ethical practices, we can look each other 
straight in the eye and feel free to hold 
Mr. Jobber to a strict accounting for any 
retail selling. When a hardware man who 
wants a piece of furniture for his own 
use will go to his local furniture man and 
buy it from him or when he wants any 
of the many necessities for his home life 
that he does not carry in his own place of 
business and will arrange with his local 
dealer for that article, paying him his 
price, we can consistently demand that the 
jobber refrain from selling the garage 
man a washing machine or a sewing ma- 








chine, we can make an effective and legiti- 
mate objection to them selling the harness 
man anything that he does not carry in 
stock for resale, the local jeweler, the res- 
taurant man and the hotel man. An ideal 
condition would then be obtained in the 
business world, if everyone would stick 
strictly to his own line.” 

Dean R. A. Stevenson of the School of 
Business, University of Minnesota, was 
the next speaker, and he went into the 
economic phases of chain store competi- 
tion and its growth. He pointed out the 
trend toward consolidation and affiliation 
in manufacturing and industry and stated 
that the consolidated management idea ap- 
plied to retailing was only a logical step. He 
said in part, “Wall Street has just awak- 
ened to the stability of retailing as an in- 
dustry and its substantial earning power. 
We are being watched, checked up, picked 
over, dickered with, and soon, here and 
there, many of us will be absorbed into 
national organizations. The rest of us 
will have to do some skillful paddling to 
keep our canoes upright in the wash of 
the big liners, for the going is destined to 
be increasingly difficult and the current 
swift. 

“The chain store may have an advan- 
tage in (1) no service costs, (2) store 
efficiency and (3) buying power. That 
part of the price difference due to superior 
efficiency can readily be met by the unit 
store. Information as to store methods, 
merchandising policies, costs, and so on, 
are available to the small store manager 





as well as to the chain store operator. If 
he will inform himself and act on the 
basis of facts, the efficiency of the unit 
store manager will be equal to or higher 
than that ot the chain store. At present 
it is true that on the average the manager 
of the small store is not as efficient as the 
manager of the larger concerns.” 

On Wednesday the first speaker on the 
program was William Bethke, educational 
director of the La Salle Extension Uni- 
versity, Chicago, who talked on the sub- 
ject, “Some Current Trends in Retailing.” 
He also touched on the economic phases 
of present day conditions and spoke of the 
enlarged trading areas, productive capact- 
ties, new merchandising outlets, changes in 
living habits and installment buying. In 
conclusion he stated that the retailers’ 
greatest need in meeting these new condi- 
tions was more efficient salesmanship. In 
this,connection he said, “I am not a vol- 
ume hog, but I know that selling is the 
climax of all business activity. The hard- 
ware dealer cannot expect large increases 
in volume on the old staples. In fact, by 
selling a better quality of goods the life 
of many items Sold in the hardware store 
is so prolonged that consumption turn- 
over tends to decrease. 

“The hardware dealer, therefore, must 
get his increased share of new business 
in the specialty field if he is to share in 
present day prosperity. But specialties 
must be sold through efficient personal 
salesmanship. The salesmanship of the 
successful hardware merchant must be 
equal to or better than the salesmanship of 
the specialty salesman who calls on the 
consumer, and with this efficiency in sales- 
manship must go proper adaptation of 
service and financial requirements. Some 
of the lines that lend themselves peculiarly 
to intensive selling effort are radio and 
radio supplies, automobile | accessories, 
sporting goods, camping equipment, wash- 
ing machines, electrical sweepers, cream 
separators and barn equipment. 

“The hardware dealer is further con- 
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stantly faced with the problem of making | sumer. 
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The jobber, in turn, employs 


his store a popular shopping center. The | traveling salesmen or catalogs and adver- 


drug stores have solved that problem in 
their own way. The hardware man must 
be constantly alert to search out goods, 
displays and advertising that will attract 
crowds to his store. That may mean using 
the principle of market leaders which 
grocers have used so effectively. It re- 
quires full recognition of the selling power 
of window displays, interior displays.” 

Following Mr. Bethke, Sam E. Hunt, a 
dealer at Red Lake Falls, spoke of the 
concrete problems of the small town mer- 
chant and gave some of his own experi- 
ences in solving them. He stressed the 
importance of cooperation among the 
various merchants in a town in making 
that town attractive to the farmer cus- 
tomers and the necessity of good roads 
leading to the town. He also emphasized 
the growing need of more careful exten- 
sion of credits and pointed this out as an- 
other opportunity for “team-work.” 

Horace C. Klein, publisher of a farm 
paper in St. Paul, was the last speaker on 
the day’s program, and he gave a very in- 
teresting discourse on the hardware deal- 
er’s problems from an outsider’s view- 
point. Mr. Klein traced the evolution of 
business methods through the past 25 
years up to the chain stores and mail or- 
der houses of today. Of them he said, 
“The public, as well as many dealers, have 
jumped to the wrong conclusion, assuming 
that the success of the new methods of 
distribution was due to the ability of these 
vast organizations to buy more cheaply 
than the retailer. This is not the fact. The 
success of the mail order house and the 
chain store has come because they are able 
to do a better job of selling. Expert 
salesmanship and advertising deserve 90 
per cent of the credit for the results. 

“The first remedy which the conditions 
very clearly indicate is improved selling 
methods. The second remedy which is al- 
ways indicated, following a period of 
great expansion and extravagance, is the 
strictest economy, which can best be ac- 
complished by a careful study of your 
costs of doing business. 

“The first effect of the falling price 
level was hand-to-mouth buying on the 
part of the retailer and jobber. The great 
financial interests of the country immedi- 
ately expressed the opinion that hand-to- 
mouth buying would prove the salvation 
of the retailers and jobbers, but this sys- 
tem, like many others, is not an unmixed 
blessing. Hand-to-mouth would seem to 
mean rapid turnovers, but the relative cost 
of transportation and labor in buying 
small quantities of merchandise is greatly 
increased, and quite often the more rapid 
turnover secured in his way is without 
profit to the retailer. 

“In considering all of the activities con- 
nected with the distribution of merchan- 
dise, it is well to remember that the re- 
tailer is the only one that assembles his 
merchandise and then expects customers 
to come to his store and buy it. The manu- 
facturer sends his representatives all over 
the country to the jobbing houses, he often 
sells his goods before they are manufac- 
tured, and, in addition, frequently spends 





large sums to advertise them to the con- | 


_tising in some cases to completely cover 


his territory in order to make sales. We 
find that the most successful merchants 
today do not wait in their stores for cus- 
tomers to come to them but follow, rather, 
the methods of the manufacturer and the 
jobber. They advertise, they canvass their 
territory, they get rid of their slow sel- 
lers at reduced prices. Those that fail to 
do this generally claim that business is 
very poor. They overlook the fact that 
their capital is tied up twice as fast today 
as it was ten years ago, and they cannot 
afford to have idle merchandise resting on 
their shelves.” 

Thursday morning’s session was strictly 
a dealers’ affair, as the three speakers 
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were all men actively engaged in hardware 
retailing. Henry Leitschuh, of Sleepy 
Eye, Minn., spoke on “Opportunities of 
a Cash Business.” Mr. Leitschuh, who 
conducts his own store on a strictly cash 
basis, pointed out what he considered the 
advantages of that policy. He enumerated 
them as follows: 

“A cash business places the business man 
in a position to sell cheaper and to sell 
cheaper at a better profit. It is the experi- 
ence of every man in business to have 
some good customer ask him, ‘How much 
for cash?’ It is indeed a fair question and 
demands a square answer, and now that 
we are on a cash basis we can give the 
answer in all fairness. 

“It is the experience of every man do- 
ing a credit business that when a certain 
customer owes him an account which is 
either disputed, doubtful or slow pay that 
that customer’s business is lost for the 
time that the account is on the books and 
possibly for all time.” 

John A. Monson, a past president of the 
Minnesota Retail Hardware Association, 
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from Braham, Minn., spoke on the sub- 
ject of “Jobber Competition” and touched 
upon the demoralizing effect upon the re- 
tailer of manufacturers and jobbers selling 
seconds, over-stocks and close-outs to non- 
hardware retailers. 

John Griebler, of Alexandria, in his 
talk on “The Dealer’s Obligations” criti- 
cised the dealers for their buying for per- 
sonal needs through wholesale or other 
outside sources rather than from their 
fellow merchants in their town. He also 
decried the practice of giving orders to 
personal friends, enabling them to buy at 
wholesale merchandise that should be pur- 
chased through regular retail channels and 
for cutting prices outside of the regular 
trade territory. Mr. Griebler was also of 
the opinion that the dealers placed too 
large a burden on the wholesalers through 
the buying of extremely small quantities. 

Price Bondurant, Great Bend, Kan., 
who has been a speaker at many of the 
state hardware conventions in the Middle 
West this year, was the principle speaker 
at the Thursday afternoon session. In 
speaking of the need of better coopera- 
tion between the retailer and the whole- 
saler, Mr. Bondurant said, “The success of 
the hardware wholesaler in his present 
capacity is conditioned wholly upon the 
prosperity of his dealer customers. He 
gets little business from any other source. 
And likewise, the existence of the ordi- 
nary retail merchant depends upon the 
convenient source of supply of the whole- 
saler’s stock. 

“Do we, in fact, demand or need all the 
service that the wholesaler is forcing upon 
us? Can we get along with less if it will 
bring better margins and lower prices? 
If a few need extra service in the way of 
long credits, small shipments and weekly 
visits of salesmen to write their orders 
for them, is it right to force this service 
on all the trade?” 

Harold W. Bervig, from the office of the 
National Retail Hardware Association, 
was also a speaker at this session, and, 
through the use of charts, he gave a very 
interesting talk on store arrangement. He 
also had on the platform a new type of 
display table, and he illustrated to the 
dealers the proper way of arranging small 
merchandise displays. 

At the last session, held on Friday fore- 
noon, Earl Erlandson, fieldman for the 
South Dakota Retail Hardware Associa- 
tion, also spoke of merchandise displays 
and their effect in building up a sales vol- 
ume on small items. His talk was followed 
by Paul J. Stokes, of the National Retail 
Hardware Association office, who outlined 
the business situation as he saw it and 
urged the dealers to greater aggressive- 
ness in combating the competition of the 
chain stores and mail order houses. 

Just before the final adjournment of the 
convention, the nominating committee 
made its report recommending the follow- 
ing for officers for the coming year, all 
of whom were unanimously elected: 
George S. Wheaton, Minneapolis, presi- 
dent; A. L. Steinke, Pipestone, vice-presi- 
dent, and John Griebler, Alexandria, new 
member of the executive board. C. H. 
Casey was subsequently reappointed as 
secretary and treasurer. 
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What the Hardware Council Is Doing 


Responsibility for some of the ills of business rests upon the 
shoulders of management 


HOSE who have not been in close touch with the 
workings of the Hardware Council, do not realize 
the great amount of time and effort expended by 

the members of that Council in their endeavor to get a 
true picture of the hardware industry as a whole. 

Naturally those in each branch of the industry view 
that industry through the eyes of their particular branch. 
The Council’s work therefore has been to gather the 
various viewpoints and 


happens to call, it frequently suggests an afternoon off, 
and perhaps a most pleasant time watching the course 
of the sphere as it is batted around the field, or trundling 
the smaller sphere about the’ grass and over bunkers, or 
perhaps lolling about the verandas of the country club. 
“The ills of business today require most intensive 
study, and the closest application by those best fitted by 
experience to cope with the problems. The work is 
there for them to do. The 





merge them into a general 
viewpoint. 


work must be done, and 
they are the only ones to 
do it. If the boss does not 





Committees have been 
appointed to study various 
phases of the general busi- 
ness problems, and the re- 
ports of these committees 
have formed a_ ground 
work for the Council’s 
future activities. 

One such report deals 
with business manage- 
ment, and is intensely in- 
teresting. Part of that re- 
port reads as follows: 

“A very common com- 
plaint among business men 
is founded upon _ the 
thought that those in their 
employ lack zest, push, 
initiative and a keen inter- 
est in getting the best re- 
sults. Working hours 
have been shortened, play- 
ing time has been length- 


activities. 


carelessness has developed 
which causes errors and 
mistakes, and these in 
turn add seriously to the 
costs of doing business. 





EALIZING that 
the hardware 
trade is intensely in- 
We — ne ——— make against business 
doing, we are plan- 
ning to devote a page 
of this magazine, 
each week, to its 


The Council rep- 
resents you. This 
therefore is your op- 
portunity to keep 
abreast with the 
great forward move- 
een len ment, which so vi- 
ened. A certain spirit of tally concerns 
future of the hard- 
ware industry. 


do it, those who work for 
him should not be unfairly 
criticized for a similar de- 
. sire to shirk responsibility. 


a serious indictment to 


management, but we sug- 
gest to those who complain 
of their workers that they 
first conduct a thorough 
cross examination of 
themselves, in order to de- 
velop facts which will fix 
the first responsibility. 
“We suggested further 
that careful and thorough 
surveys be made of the 
conditions surrounding 
every business, and of 
every contributing element 
in the cost of doing busi- 
the ness. If by such applica- 
.| tion the cost can be re- 
duced, then the profit 
situation will be improved, 
and the competitive posi- 
tion will be strengthened. 
“There is still another 








Courtesy is no longer a 
cultivated art among sales 
people, but a general lassi- 





characteristic of manage- 
ment to be developed, and 








tude is noticeable every- 
where. 

“It appears quite evident that the complaint of busi- 
ness men about these conditions is founded on fact, and 
is amply warranted, but upon whose shoulders must the 
responsibility fall? 

“The first duty of management should be to set an 
example to workers and to show by its own conduct 
that work intelligently directed and intensively pursued 
is the best dose to administer to such a sick patient. 
Work, and after that more work, and after that still 
more work, will bring about a corrective. 

“It unfortunately appears to be true that those in 
managerial positions very frequently, and in far too many 
cases, are most willing to invent reasons and to accepi the 
smallest suggestions for play. If the home ball team 
gives promise of an interesting afternoon, or if a friend 


that is courage to apply 
the proper corrective to such weaknesses as may be shown 
to exist as a result of the surveys herein suggested. 

“Courage and grit are usually found in quantity among 
those who assume responsibilities, and especially among 
those who have passed through periods of ups and 
downs. We suggest that this courage be used and in- 
deed developed rather than be permitted to atrophy 
through infrequent use.” 

What will the hardware trade do with these sugges- 
tions? That’s up to the trade. The Hardware Council 
is earnestly working to improve conditions in the hard- 
ware industry, but it can succeed only with the coopera- 
tion and support of every factor in the industry. 

Certain it is however, that the council through its 
investigations has already paved the way toward busi- 
ness betterment in the hardware trade. 


“We realize that this is . 
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W. H. Roberts Dies 


President of Roberts Brass Mfg. Co., 
Detroit, and Well Known Figure 
in Industrial Circles, Suc- 
cumbs to Heart Attack 


William H. Roberts, president of the 
Roberts Brass Mfg. Co., manufacturer of 
brass goods, Detroit, Mich., and well 
known in local industrial and _ financial 
circles, died at his home in that city re- 





William H. Roberts 


cently, following a sudden illness, at the 
age of 48 years. 

Born in Wallaceburg, Ont., he came with 
his parents to Detroit when very young. 
Here his father established the company 
bearing his name, which Roberts and his 
brothers took over after their father’s re- 
tirement. 

He was president of the Roberts Brass 
Manufacturing Company, which his father 
established, and of the Detroit Stamping 


Company. He also was connected with 
other firms. 
Mr. Roberts was well known in club 


and lodge circles. He was a member of 
several Masonic organizations, among them 
Detroit Commandery, Knights Templars, 


which had charge of funeral services. 
He also belonged to the Detroit Ath- 
letic Club, Detroit Golf Club, Detroit 


Boat Club, Grosse Isle Country Club and 
the Detroit Rotary Club. He was active 
in Y. M. C. A. work and was a member 
of the North Woodward Avenue Congre- 
gational Church. 


Columbus-McKinnon Chain Co. 
Opens New York Sales Office 


The Columbus-McKinnon Chain Co., 
manufacturer of Dreadnaught tire chains, 
Hercules Solid Weld chains and other in- 
dustrial chains, with factories at Colum- 
bus, Ohio, and Tonawanda, N. Y., has 
announced the opening of an eastern sales 
office in Suite 2610, Grand Central Ter- 
minal, New York City. 

William Koch has been placed in charge 
of industrial chain sales and J. S. O’Hara 


has been appointed manager of automotive | 
, all general hardware lines. 


sales at the new eastern office. 
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Lakeside Forge Co. Moves from 
Erie, Pa., to Philadelphia 


Howard F. Grow and associates have 
acquired the business of the Lakeside 
Forge Co., Erie, Pa., and the machinery, 
raw materials and equipment have been 
moved to a new location at 3419 Melvale 
Street, Philadelphia, Pa., where increased 
facilities will permit extension of manu- 
facturing operations. 


we 


Arthur H. Brown and Clarence 
S. Angell to Open New Retail 
Store 


Arthur H. Brown and Clarence S. Angell, 
well-known hardware men of New Eng- 
land, are planning to establish a modern 
hardware store at 396 Washington Street, 
Wellesley Hills, Mass., on or about April 1. 

A complete line of general hardware, 
housefurnishings and building materials 
will be stocked. 

The store, which will be known as the 
srown Supply Co., is desirous of receiving 
catalogs and price lists from manutac- 
turers and jobbers. 


Wetmore Reamer Co. Appoints 
Joseph F. Sample 
The Wetmore Reamer Co., manufacturer 
of adjustable reamers, Milwaukee, Wis., 
announces the appointment of Joseph I. 
Sample as sales representative in the Phila- 
delphia territory. 
Mr. Sample’s address is 23 South Fiity- 
second Street, Philadelphia, Pa. 


Two New Representatives 
Appointed by Niagara Metal 
Stamping Corp. 

The Niagara Metal Stamping Corpora- 
tion, manufacturer of the Premax line of 
metal products, Niagara Falls, N. Y., has 
announced the appointment of Frank Burch 
as southern sales representative, with head- 
quarters at the Hotel Florence, Birming- 
ham, Ala, —> 
George M. Durschinger, 502 Jackson 
Building, Pittsburgh, Pa., has also been 
appointed sales representative for the Pre- 
max line of products in the Pittsburgh 

territory. 


John F. Driftmier Disposes of 
Store and Business 


The stock and business of John IF’. Drift- 
mier, hardware merchant of Clarinda, 
lowa, has recently been acquired by George 
D. Smith, formerly identified with the 
Drake Hardware Co., Burlington, Iowa, 
and R. W. Huddle. The firm is oper- 
ating as the H. and S. Hardware Co., and 
is desirous of receiving catalogs and price 
lists from manufacturers and jobbers in 
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Charles Kieffer Dies 


President and Treasurer of Syracuse 
Hardware Firm Passes Away 
at Advanced Age of 
82 Years 


Charles Kieffer, president and treasurer 
of the firm of Kieffer Brothers, Inc., Syra- 
cuse, N. Y., died at his home in that city 
on March 7. Mr. Kiefer was 82 years 
of age, and his entire life had been spent 
in Syracuse and vicinity. 

From a small beginning, the establish- 
ment, founded in 1876 by the deceased, 
developed steadily until it became one of 
the most important houses in New York 
State. Stoves and housefurnishings were 
their principal lines for many years— 
later, tools, builders’ hardware and, more 
recently, furniture were added. The busi- 
ness occupies a large building at 218-222 
North Salina Street. 

Mr. Kieffer was very active in local 
affairs and fraternal circles until his fail- 
ing health forced gradual retirement from 
such activities. He was a keen observer 
of changes in business and an interesting 
character, highly regarded by all his asso- 
ciates. 


George C. Wiseman Now with 
Chain Products Company 


George C. Wiseman, formerly special 
representative of tools and machinery for 
the P. A. Geier Co., Cleveland, Ohio, has 
been appointed district representative for 
the new Hodell Tire Chain Sales and Ser- 
vice Station, manufactured by the Chain 
Products Company, Cleveland, Ohio. 





John F. Barr Export Manager 
for Chain Products Company 


John F. Barr, New York City, has joined 
the Chain Products Co., manufacturer of 
weldless chain and products, Cleveland, 
Ohio, as export manager and also in the 
same capacity for the firm’s associated in- 
dustries—The Van Dorn Electric Tool Co. 
and the Van Dorn & Dutton Co., Cleve- 
land. 

Mr. Barr was formerly identified with 
Sargent & Co., builders’ hardware manu- 
facturer, New Haven, Conn., and for two 
years was stationed at Buenos Aires, 
South America. For some time he also 
represented the firm of A. H. Keleher, 
Inc., New York factory representative in 


| Brazil. 


New Factory Unit Completed by 
Gates Rubber Company 

The Gates Rubber Company, manufac- 

turer of rubber products, Denver, Colo., 


has completed the erection of Unit 19 of 
its group of factory buildings. Compris- 


ing more than 30,000 square feet of floor 
space, this new unit will be devoted exclu- 
sively to the manufacture of braided gar- 
den hose, which will be distributed through 
the hardware trade. 
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Brooklyn Hardware Association Holds 
Annual Meeting 


The annual meeting of the Brooklyn 
Hardware Association, held in the John- 
ston Building, on Wednesday, March 9, 
brought out a large attendance of the 
members. 

The officers, as nominated at the last 
regular meeting were installed by a 
unanimous vote. They are Henry A. 
Vogt, president; William H. Giesler, Sr., 
first vice-president; George H. Wachen- 
feld, second vice-president; Robert Pear- 
sall, 151 Macon Street, secretary; Henry 
Bond, treasurer; Robert Hammond and 
Ernest Schact, directors for two years; 
A. H. Grafenstadt and Henry Taylor, 
one year. 

Communications were read regarding the 
motor vehicle and garnishee laws. An 
invitation was read from the Eastern 
New York Hardware Club to have the 
Brooklyn Association represented at their 
dinner to be held at the Hendrick Hud- 
son Hotel at Troy, on Friday, March 18. 
Murray Sargent will address the guests 
on the subject of “Builders Hardware.” 
The invitation was accepted. 

H. A. Cornell introduced J. A. War- 
ren, associate editor of HARDWARE AGE, 
who said he hoped to visit the Brooklyn 
Association regularly in future. 

R. J. Atkinson, N. R. H. A. vice-presi- 
dent, addressed the meeting briefly, men- 
tioning his attendance at the various con- 
ventions through the country and gave his 
views of ‘the situation in the hardware 
business at present. Among other things 
Mr. Atkinson said that he found an in- 
tense interest in the hardware business 
wherever he went, that the general lines 
of hardware were narrowing, and some 





lines were being displaced. In the case 
of much of the building the hardware 
was being handled through different 
hands than formerly. In spite of this 
trend hardware merchants are doing as 
great a volume of business as ever by 
taking on new lines that are allied to the 
business. At the present time at least 
Mr. Atkinson believed that it is advisable 
to let down the bars a little in the mat- 
ter of taking on these new lines, and 
that the man who sticks strictly to hard- 
ware is lost. He advocated, however, 
that merchants should not forget the 
regular lines, but take on enough other 
lines to make up for those they are 
losing. 

A feature of the meeting was the read- 
ing of the secretary’s annual report. This 
document brought out the fact that the 
membership has increased more this year 
than any one year since its organization, 
and that in the matter of attendance the 
Brooklyn Association is ahead of any 
similar organization in the country so far 
as can be ascertained. Edward Daily, 
former president, has only missed one 
meeting in eight years and several were 
present at all but one meeting during the 
past year. 

The members were entertained for a 
few moments by Mr. Giesler, Jr., who 
played a musical saw. 

The question box conducted by H. A. 
Cornell was productive of some very in- 
teresting discussion. 

At the conclusion the members enjoyed 
a banquet at Joe’s Restaurant in_ the 
Johnston Building. 





Death of Charles J. Hunter 


Charles J. Hunter, secretary of the 
Wheeling Steel Corporation, Wheeling, 
W. Va., died at his home in Bridgeport, 
Ohio, on March 6. He was born in Wheel- 
ing in 1871, and had been identified with 
the Wheeling Steel Corporation and its 
subsidiaries since a young man. 

Mr. Hunter served as purchasing: agent 
of the Wheeling Steel and Iron Co. for 
thirteen years, and later was advanced to 
the position of secretary-treasurer, becom- 
ing vice-president of that company in 1920, 
when it was merged with the Whitaker- 
Glessner Co. and LaBelle Iron Works to 
form the Wheeling Steel Corporation, and 
about a year later succeeded John Duncan 
as president of the company. 

In 1923, when the Wheeling Steel Cor- 
poration became an operating instead of 
a holding company, Mr. Hunter was elect- 
ed secretary of the corporation. 





W. W. Cooke Dies 


W. W. Cooke, president of the Adrian, 
Wire Fence Co., Adrian, Mich., and a con- 
spicuous figure in that branch of the wire 
business, died at his home in that city on 
March 1. 
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Clarence E. Bullock to Distribute 
Goodwin Grass Shear 


Clarence E. Bullock, 174 North Market 
Street, Chicago, Ill., has taken over the 
distribution of the Goodwin Grass Shear, 
manufactured by the Wheeler Radiator 
and Manufacturing Co., Cleveland, Ohio, 
for the mid-western States. 

Mr. Bullock’s office will henceforth be 
the Chicago headquarters for the Wheeler 
company and he will also continue his 
activities as mid-western distributor for 
Red Devil Glass Cutters and Master Slide 
Rules. 


———— 


Correction of Error 


In connection with the announcement of 
the appointment of Frank Wolfe to the 
Smith Brothers Hardware Co., 580 North 
Fourth Street, Columbus, Ohio, in the 
March 3 issue of HArpWARE AGE, on 
page 84, it was erroneously stated that the 
Smith Brothers company was a wholesale 
and retail firm. 

The Smith Brothers Hardware Co. is 
a wholesale establishment exclusively, and 
Mr. Wolfe has recently become identified 
with the purchasing department of that 
organization. 
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R. D. Hoyt, Manager Contract 
Dept., The Lockwood Company 


R. D. Hoyt, for a number of years 
identified with the builders’ hardware con- 
tract field in the North Atlantic States. 
and more particularly in the metropolitan 
New York district, has been appointed 
manager of the builders’ hardware contract 
department of The Lockwood Co., 16-18 





R. D. Hoyt 


Reade Street, New York, the sales organ- 
ization for The Lockwood Manufacturing 
Co., manufacturer of builders’ hardware, 
South Norwalk, Conn. 

With the addition of Mr. Hoyt as man- 
ager, the sales personnel of the Lockwood 
builders’ hardware contract department 
will comprise William Paradis, Walter W. 
Kraeger and C. L. Crapser. 


Montgomery Ward & Company 
Opens Fourth Display Store 





A fourth “display store” was opened to 
the public by Montgomery Ward & Com- 
pany on Saturday, March 5, at Clinton, III. 
More than 4600 people registered at the 
store on the first day, according to the 
company’s statement, practically all of 
them coming from within a radius of 30 
miles. Clinton is the home town of Hobart 
R. Beatty, president of the National Retail 
Hardware Association. 





J. Newton Smith Now Treasurer 
Boston Wover Hose & Rubber 
Co. 


J. Newton Smith has been appointed 
treasurer of the Boston Woven Hose & 
Rubber Co., Cambridge, Mass., to succeed 
the late George H. Burgess, whose death 
was announced in last week's issue of 
HARDWARE AGE. 





Kinzer VanBuskirk Retires 
from Hardware Business 


Kinzer VanBuskirk, veteran hardware 
merchant of Pottstown, Pa., has retired 
from the firm of VanBuskirk & Brother, 
218 High Street, that city, with which he 
has been associated for many years. His 
interest in the firm has been acquired by 
Henry K. Ancona, who has been identified 
with the concern for the: past four years 
as a salesman. ' 
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Toy Wholesalers Ass’n 
to Have Headquarters 
at Pittsburgh, Pa. 


H. H. Marcus Heads New Organi- 
zation Formed for Greater Co- 
operation Between Toy 


Wholesalers 


With a membership composed of firms 
who distribute toys at wholesale exclu- 
sively, and headed by H. H. Marcus of 
the J. A. Williams Co., Pittsburgh, Pa., 
as president, the Toy Wholesalers Asso- 
ciation, has recently been organized, with 
headquarters at 115 Seventh Street, Pitts- 
burgh. Other officers of the new organi- 
zation are: Vice-president, E. H. Caryl, 
Butler Building, New York City, and 
treasurer, H. T. Allen, Edward K. Tryon 
Co., Philadelphia. 

The need for greater cooperation has 
prompted the formation of ‘the Toy 
Wholesalers Association. 

Its sponsors, the leading toy wholesalers 
of the country, have felt that, as impor- 
tant distributing factors, it is right and 
proper that they should contribute their 
best thought and effort toward the bet- 
terment of trade conditions in the toy in- 
dustry. 

Twenty-one wholesalers attended the 
initial meeting of the organization, which 
was held in Chicago on Jan. 6, and at 
the first regular meeting held during the 
New York Toy Fair double that number 
were present. 

The following are the aims aud pur- 
poses as adopted at that meeting: 

1. To promote and develop the toy in- 
dustry to the end that it may serve to 
the fullest possible extent the best in- 
terests of the public. 

2. To advance to the highest efficiency 
the methods of distribution and sales in 
the industry, to collect and disseminate in- 
formation for this purpose. 

3. To promote closer relations and cor- 
dial cooperation in all branches of the toy 
industry. 

4. To cooperate with manufacturers in 
efforts toward economic advancement, con- 
servation and other activities. 
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Martin Oberg Now Sales Man- 
ager, Damascus Steel Products 
Corp. 


Martin Oberg, one of the founders of 
the Damascus Steel Products Corporation, 
Rockford, IIll., and for several years west- 
ern district sales manager, has been ap- 
pointed to the office of sales manager. 

The Damascus company manufactures a 
complete line of edge tools. 


J. M. Walsh with Morrow- 
Thomas Hardware Co. 


The Morrow-Thomas Hardware Co., 
wholesale hardware, Amarillo, Tex., an- 
nounces the appointment of J. M. Walsh 
as vice-president and purchasing agent, 
effective March 10. Mr. Merry, the firm 
also announces, has been made general 
manager of sales. 


sy 


L. A. Frahm Succeeds J. C. 
Hooper as San Francisco 
Manager for Sprake Sales Co. 


Louis A. Frahm, for the past twenty 
years associated with the Baker, Hamilton 
& Pacific Co., San Francisco, has been 
appointed manager of the San Francisco 
office of the Sprake Sales Co., Inc., Ameri- 
can Bank Building, Los Angeles, to suc- 
ceed J. C. Hooper, who has resigned to 
join the staff of the Wyeth Hardware 
& Mfg. Co., St. Joseph, Mo. 

About thirty-five years ago when G. T. 
Sprake, president Sprake Sales Co., was 
associated with the Wyeth Hardware & 
Mfg. Co., he engaged Mr. Hooper to 
cover the sales territory of Utah and 
Idaho. Mr. Hooper remained with the 
Wyeth company as a salesman in that ter- 
ritory for about thirty years. About five 
years ago he joined the Sprake company. 

For the past sixteen years Mr. Frahm 
has been a buyer in the tool and hardware 
department of the Baker, Hamilton & 
Pacific Co. He is a native of San Fran- 
cisco, and has a wide circle of acquain- 
tances. His office is in the Postal Tele- 
graph Building. 





March 17, 1927 


Annual Spring Party, 
Hardware Boosters 
a Grand Success 


Affair Held at Krause’s Restaurant, 
New York, on March 10 Proves 
Highly Successful 


Cordial relations between hardware 
dealers and salesmen were given another 
real “boost” Thursday night, March 10, at 
the annual spring party of the New York 
Hardware Boosters, held at Krause’s Res- 
taurant, New York City. Chief Booster 
Charles Pincus, Stanley Works, was toast- 
master, but the entertainment and details 
of the party were handled by the able 
Junior Chief Booster Fred Hinchman, 
John Russell Cutlery Co., and Fred sure 
does know how to run a party. 

Alfred Rosenberg, Rockville, Conn., past 
president, Connecticut Hardware Associa- 
tion, was the guest of honor and the only 
man permitted to make any kind of a 
speech. His was brief and appropriate as 
a prelude to the entertainment which was 
under the supervision of Thornton Web- 
ster. 

Among the prominent hardware dealers 
present were R. J. Atkinson, N.R.H.A. 
vice-president; Al Cornell, president, 
Metropolitan Hardware Association; Ed. 
Ferguson, president, Manhattan and 
Bronx Association; G. Duncan MacLeod, 
chairman of latter organization’s enter- 
tainment committee; H. A. Vogt, presi- 
dent, Brooklyn MHardware Association; 
Fred Horn, director, New York State As- 
sociation; Ed. Daily, past president, 
Brooklyn Hardware Association, and Al. 
Birkenmeier, secretary, North Jersey As- 
sociation. 

There was plenty of hardware talent to 
augment the professional work of the per- 
formers. Among those who helped with 
skits were Mr. MacLeod who rendered 
some Scotch specialties. Mr. Hinchman 
with a few songs, F. A. Da Silba, U. S. 
Electrical Tool Co., all kinds of fun, and 
Tom Finn, National Metal Molding Co., 
with a few imitations of George M. 
Cohan. 














Of Course There’s Luck 


APOLEON was a flat failure at everything until 

the French revolution gave him his opportunity— 

or luck. But later, when someone said that the Emperor 

owed much to circumstances, he answered scornfully, 

Circumstances! I make circumstances!” During all his 

career, however, this favorite of fortune believed in his 
“star,” and even identified a sky-twinkler as his. 

Now and then there is a winner who acknowledges the 
fact that all of them secretly bow to. The late John G. 
Shedd went to work for Marshall Field as a salesman- 
stockman at $10 a week in 1872 and died in 1926 chair- 


man of the board of the famous Chicago store. He 
told an interviewer shortly before his death: 
“Many men do not believe in luck, but I do. It 1s 





very often that luck gives a man his opportunity. Of 
course, luck will do him no good unless he recognizes 
his opportunity and has made himself ready to make the 
most of it when it comes.” 

With the latter part of his remark nobody can take 
issue. All men have streaks of luck, even those who 
end as failures, but only the right ones grab “the skirts 
of happy chance” and swing along to fortune. But to 
deny that outside events open doors to the aspiring is to 
gainsay that wise passage in Ecclesiastes: “The battle 
is not always to the strong nor yet riches to 
men of understanding, nor yet favor to men of skill; 
but time and chance happeneth to all.” —The Eaglet. 
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New Line of Delphos Oil 
and Gasoline Cans 


One of the outstanding features of the 
new Delphos C. C. hand-made line of oil 
and gasoline cans, recently brought out 
by The New Delphos Manufacturing Co., 
manutacturer of galvanized sheets, roofing 
products, ete., Delphos, Ohio, is a bead in 
the body of the can, just above the seam 
and extending around the can to stiffen 
the body and protect the seam from any 
possible blow while in use. 

All Delphos oil and gas cans are equipped 
with new large size filler openings—the 





one and two gallon sizes having 2-in. 
filler openings, with collar clinched into 
the breast of cans, and three and five gal- 
lon sizes 2%-in. openings with the same 
feature. According to the manufacturer, 
large, deep threads, together with heavily 
knurled top, makes the cap’ easy to re- 
move. There are no raw edges, as all 
caps, both top and spout, are curled around 
the edges to make a firm, neat edge. 

The cans are furnished with blue or red 
striping to suit the customer. 


Display Stand for Blackhawk 
Rim Wrench No. 5104 
As an aid to the dealer in the merchan- 


dising of its No. 5194 Rim Wrench, the 
Blackhawk Manufacturing Co., manufac- 





turer of socket wrenches, circulating water 
pumps and tool grinders, Milwaukee, Wis., 
has brought out an attractive display stand, 
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lithographed in three colors and illustrated 
in connection with this article. 

It is sturdily constructed and designed 
for counter or window display use. A 
reproduction of the No. 5104 Rim Wrench 
appears on the display and also a brief 
sales message. 


Peerless Awning Reel 


Greene, Tweed & Co., manufacturer of 
awning hardware, 109 Duane Street, New 
York City, has placed on the market The 
Peerless Awning Reel, a device which 
permits the raising or lowering of an 
awning over a window from the inside. It 
is a positive lock in any awning position, 
according to the manufacturer, and through 
its use the awning can be attached to the 
screen, both being removable as one unit. 
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A special feature in the design of this 
new device is that it will keep the awning 
taut at all times. The Peerless Awning 
Reel is available in sizes suitable for 
homes, offices and commercial stores. 


Chaco Boiler Liquid Is 
Effective as Solvent 


The Chamberlain 
Co., Pittsburgh, 
Pa., is marketing 
what has been 
designated to the 
trade as Chaco 
Boiler Liquid, a 
scientific com- 
pound for use in 
repairing leaks in 
steam boilers and 
hot water systems 
and any defects 
which may occur 


_—> 





in new installations. 

According to the manufacturer, the ac- 
tion of this new liquid is certain and uni- 
form, as when the liquid is carried into the 
leak by the water in which it is dissolved 
it hardens as soon as it comes into con- 
tact with the outside air, forming a 
permanent mend, which the manufacturer 
states grows harder the longer it remains. 

It is also an effective solvent of boiler 


scale, and its use is therefore beneficial to | 
the system treated, either to prevent the | 


formation of destructive scale or its re- 
moval when present. 

Other features are that it is economi- 
cal, effective, handy and gives permanent 
results. 
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Donley Offers Dealers’ Set 
of Screen Door Guards 


The Donley Manufacturing Co., 10585 
Quincy Avenue, Cleveland, Ohio, is offer- 
ing a set of its Screen Door Guards to 
dealers who will attach it to the screen or 
glass door of their stores in order that 





Protect Glass and Screen 














DONLEY SCREEN DOOR GUARDS 


they might show the product in actual use. 

The set is attractively lettered in small 
gold letters, reading: Protect Glass and 
Screen with these Donley Screen Door 
Guards. As the customer opens the door 
of the store he not only sees for himself 
how the guards protect the screen or glass 
ot the door, but must read the brief re- 
minder referred to above. 

As shown in the illustration accompany- 
ing this article, these guards are made 1 
one piece of rigid channel steel and can 
be easily attached to a door in a few mo- 
ments. They are available in five standard 
sizes—26, 28, 30, 32 and 36-in. lengths for 


2% to 3%-ft. doors. 


New Line of Everybody’s Ice 
Cream Freezers 


Made in five sizes, from one pint to 
four-quart capacities, the new line of 
Everybody’s Self Freezers, recently placed 
on the market by the Toy Town Freezer 
Co., Winchendon, Mass., and distributed 
exclusively by Beh & Co., Inc., 1140 Broad- 
way, New York City, according to the 
manufacturer, has been designed to con- 
serve ice and the strength of the user. 

To ice this improved freezer, one mere- 
lv turns it upside down, removes the bot- 
tom and packs it full of ice. Then, with 
the freezer in natural position, remove the 
top, pour the cream and flavoring into the 
provided compartment, close tightly and 
the freezer does the rest. An occasional 








turn of the grain dasher handle will, ac- 
cording to the maker, improve the quality 
of the cream. 
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Ways and Means Committee to Proceed with 





By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


announces that the committee will proceed with previously well 


my, Green of the House Committee on Ways and Means 


arranged plans to hold hearings and frame a tax reduction program 
ready tor action when Congress convenes again in December, despite the 
Senate with its raging filibuster which was in full swing when the 69th 


Congress adjourned. 


The House passed a resolution authoriz- 
ing the committee to work out its program 
during the adjournment of Congress. 
Then the resolution went to the Senate. 
Most everybody, including Mr. Green, had 
the impression that it passed the Senate. 
It developed, however, that Senator Pat 
Harrison, Democrat, of Mississippi, had 
moved to reconsider the resolution. Just 
why he did so has not become clear. In 
any event his motion was neither acted 
upon nor withdrawn. The jam at the end 
of the session, together with the gabfest, 
made a bedlam of the Senate, and there 
was confusion confounded. Nobody 
seemed to know where he was, what he 
was doing, or supposed to be doing, and 
apparently nobody cared. It was a hope- 
less task to get through legislation, and 
the Senate was aware that the filibuster 
was without end and acted accordingly. 
So it turned out that the resolution was 
not approved by the Senate. Senator Har- 
rison later explained that he endeavored 
to have his motion withdrawn, but was 
unable to obtain recognition of Vice-Presi- 
dent Dawes. Those who see in this an 
attempt to pass the buck to the sometimes 
ery President of the Senate have made 
the answer that, had Mr. Harrison throt- 
tled his mellifluous voice from the outset, 
there would have been no hitch. 

Anyhow, the fact remains that Mr. 
Green is willing to submit himself and 
his committee to the charge of lese maj- 
esté and go ahead with the tax reduction 
bill of fare, Senate approval or no Senate 
approval. Perhaps Mr. Green feels that, 
in view of the thoroughly consolidated, 
well-massed, not to say unanimously- 
pleased public opinion back of the tax cut 
idea, he need not let the Senatorial frown, 
should it make its appearance, disturb his 
golf game. 

The tax cut promises to be a real one, 
substantial in some respects particularly. 
Many important business interests are pre- 
paring to make a determined .stand for a 
slash in the corporate income tax—and 
they will get it this time. Other tax cuts 
also will be made, reductions that would 
have been wholly improbable had there 
been tax legislation at the recent session. 
The Treasury is swelling with money, 
and the longer period before tax reduction 
permits the surplus to grow and thus offer 
additional arguments for slashes. 

It is the plan of Chairman Green to 








call the committee together early in the 
fall. The tax program will be prepared 
and the bill printed and introduced, as 
soon as Congress meets in December. 
There really appears the probability that 
the bill will be subjected’ to but little par- 
tisan attack, one way or the other. This 
sounds so Utopian—though it was true of 
the most recent tax cuts—that the state- 
ment may not be borne out by develop- 
ments. Especially this might be the case 
in view of the fact that next year the 
Presidential campaign is on. But there 
will be tax cuts just the same. 


x * * 


Another angle to the matter of taxes, 
particularly appropriate at this tax-paying 
period, as unpleasant as the subject may 
be, is that Chairman Green has instructed 
L. H. Parker, chief of the Division of 
Investigations of the Joint Congressional 
Tax Committee, to take charge of an in- 
quiry as to all tax refunds of more than 
$75,000 allowed in the future by the Treas- 
ury Department. In its last appropria- 
tion Congress provided $175,000,000 for 
tax refunds with the stipulation that the 
Treasury present to the committee facts 
on all refunds in excess of $75,000. At 
the suggestion of the Bureau of Internal 
Revenue, the committee coneluded to in- 
vestigate each of these refunds. 

Mr. Parker has made a report to Mr. 
Green recommending that there be tight- 
ening of the law concerning the penalizing 
of corporations created for the purpose 
of escaping payment of surtaxes. The re- 
port pointed out that under the revenue 
acts of 1918 and 1921 the section providing 
a tax of 50 per cent on all profits allowed 
to accumulate in such corporations “has 
not been enforced to the extent intended 
by Congress.” Under the acts of 1924 
and 1926, however, the report said, “there 
seems to be some possibility that it will 
be enforced in a restricted manner.” 

“It is no evidence,” the report con- 
tinued, “that the bureau intends to assess 
the additional tax in the case of large 
operating corporations which are able to 
invest their enormous earnings in their 
own business or related industries. 

“Tt is possible to replace Section 220 by 
other provisions which will effect the re- 
sult desired more automatically. We be- 
lieve that such a change should be given 
serious consideration.” 





Tax Reduction Program 


In January, as previously pointed out 
in these columns, the Federal Trade Com- 
mission, for the first time since it was 
established and had a quorum present, did 
not issue a complaint. It did somewhat 
better (or worse) in February when it 
docketed four. It has been a matter of 
interest, even if it should not actually be 
a coincidence, that since decisions of the 
Supreme Court of the United States last 
December in the Western Meat Co. and 
other cases, which seemed to nip the power 
of the commission, the commission has 
stepped very lightly indeed on the gas 
when it comes to issuing complaints. But 
then the decisions may have had nothing 
to do with it. In any case the commis- 
sion of its days gone by would not rec- 
ognize its successor of today. 

x * * 

It was just two years ago—March 17, 
1925—that the Senate directed the Federal 
Trade Commission to investigate the num- 
ber and importance of open price associa- 
tions, the effect of their activities on prices 
and the nature of their other activities, 
with particular reference to alleged viola- 
tions of the anti-trust laws. As has been 
stated in HARDWARE AGE, this inquiry 
was begun immediately after the opinion 
of the Attorney General as to the avail- 
ability of the appropriation for this work. 
Then shortage of gas—or lack of funds 
—made it necessary for the commission 
to materially restrict the inquiry. But 
the commission has just announced that 
this ancient undertaking has been resumed. 
It would be illuminating to know how 
many open price associations have died 
or been born since the inquiry was started. 

* * ok 

The United States Court of Customs 
Appeals has just handed down an opin- 
ion in the case of Nyman & Schultz, im- 
porters, holding that rolls of long per- 
forated strips of cold-rolled steel, tem- 
pered, polished and punched, and of a 
quality, width and thickness required for 
safety razor blades are dutiable at Ic. 
and 30 per cent as unfinished blades for 
safety razors. In doing so the United 
States Customs Court was sustained over 
the protest of the importers, who claimed 
that the strips were dutiable at 25c. and 
0.2c. per pound as bands and strips of 
steel or steel in strips, or at 40 per cent 
and 0.2c. per pound as manufactures of 
metal. 

x * x 

January shipments of galvanized sheet- 
metal ware, as reported to the Depart- 
ment of Commerce by fourteen concerns 
comprising a large proportion of the in- 
dustry, were 173,720 dozen, valued at 
$671,431, as against 123,381 dozens, valued 
at $622,491 in December. 
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Saving Habit Reflects General Business 
Expansion, Says Oliver Brothers, Inc. 


71 Murray Street, New York 


City, in a recent market letter to clients, presented an un- 

usually interesting and logical analysis of market and busi- 
ness conditions for 1927. This letter has already received much 
favorable comment and believing these comments of vital interest 
to all factors in the hardware industry, we are pleased to have the 
opportunity of publishing this letter in full. It reads as follows: 


() civ. BROTHERS, INC., 


“The innumerable New Year’s fore- 
casts last month expressed a strik- 
ingly unanimous sentiment. The one 
word CAUTION summed up the situ- 
ation as it was viewed at that time. 
We believe that in the past six weeks 
the outlook has shown distinct im- 
provement, and while the possibility 
that the record for 1927 may eclipse 
that for 1926 seems remote, there is 
nothing in sight to justify the belief 
that business will not continue at a 
high rate. The building boom contin- 
ues at nearly as high levels as we 
have become accustomed to, and while 
it is apparent that in some cities con- 
struction of various classes of building 
has been overdone, there remains in 
other territories an insistent demand 
for more housing. The credit situation 
continues easy, reflecting no strain due 
to the rapid pace of industry. The 
iron and steel trade got off to an un- 
certain start, but shows steady im- 
provement week by week, although at 
the expense of prices. Agriculture is 
suffering from over-production and de- 
clining prices, but it has been one of 
the phenomena of the industrial situa- 
tion since the war that almost contin- 
uous agricultural depression has not 
had a greatly detrimental effect upon 
business. 


Price Trend to Lower Levels 


“Forecasting business conditions as 
a profession has seemingly fallen into 
disrepute, chiefly because of the ap- 
parent errors committed in the recent 
past, also perhaps by reason of the 
necessity for discarding many of the 
set theories of the forecasters. The 
maneuvers of the investment markets 
are not now guarantees of good times, 
nor are declining prices sure harbing- 
ers of evil days. In a word, the thing 
has been reduced to a guessing con- 
test, pending reconstruction of the en- 
tire catechism of theories applicable to 
a study of the future, always a hazard- 
ous undertaking. 

“Broadly speaking, the business 
world is rather generally agreed that 
the trend of prices is gradually to- 
ward lower levels, and such will pre- 
sumably continue to be the case for 








some years to come; hence, the fixity 
of the so-called hand to mouth buying 
policy. We do not concur in the oft- 
repeated view that hand to mouth 
buying has become a fixture in Ameri- 
can business. We are more inclined to 
agree with the minority who see it 
merely as paralleling the price trend. 
Logically, there having been no threat 
of advancing prices, no inducement 
whatever has existed for speculative 
buying. We doubt that speculative 
buying will not appear when some 
concrete inducement reappears. 


Installment Buying Again 


“Installment buying is perhaps the 
most debatable question before the 
business. community at this. time. 
Many of the arguments for and against 
the practice, which has become so al- 
most universal in recent years, are 
perfectly sound, but one important 
point of the matter has yet to be dem- 
onstrated—that is, how severely will 
credit be shaken by an _ enormous 
amount of worthless installment paper 
when a major business depression and 
accompanying unemployment eventu- 
ally occur? Disregarding more or less 
abstract questions of the theoretical 
benefits or hazards, so to speak, of the 
‘dollar down and dollar when you get 
me’ habit, it seems to us that we 
might better grant the fact that the 
growth of installment selling has been 
an important contributor to the pros- 
perity of the past several years. But 
industry, or that part of it which has 
become so largely dependent upon the 
installment method of sales, cannot 
continue indefinitely to benefit from 
the practice. A man free from debt 
who has always paid his way can sud- 
denly acquire certain luxuries beyond 
his immediate resources by paying a 
small deposit and the balance over a 
period of months, or years, but he can- 
not continue indefinitely to assume 
such obligations beyond his means. In 
other words, an individual family can- 
not continue indefinitely to buy on in- 
stallments in a cumulative _ sense, 
pyramiding one obligation on another 
but must liquidate one set of obliga- 
tions before assuming more, so while 
the system was in its infancy it had a 





directly beneficial effect upon business, 
but when it has become established and 
found its natural place in the economic 
scheme of things, we fail to see any- 
thing either uplifting or profitable in 
it. It merely diverts the wage earn- 
ers’ income from one type of purchases 
to another—from amusements and 
savings banks to electric refrigerators, 
automobiles and radios. 

“Readers will be quick to take ex- 
ception to our assertion that install- 
ment buying is hurtful to savings ac- 
counts; they will point to the availa- 
ble reports of steadily growing savings 
accounts, in rebuttal. In prehistoric 
days somebody said ‘figures never 
lie, but in the present era of rapid 
growth and expansion—in this age of 
blinding speed and killing pressure— 
statisties at their face value are usu- 
ally misleading. It is true that in this 
period of record-breaking prosperity 
for the mass of wage earners there has 
been a remarkable increase in both 
the numbers and amounts of deposits 
in savings accounts, and this growth 
parallels the growth of the installment 
buying idea. The one bears little rela- 
tion to the other, however, although it 
might be said that the increase in sav- 
ings has occurred IN SPITE OF the 
growth of installment buying, and it 
should be plain that the impressive 
growth in habits of saving would have 
been even greater if installment buy- 
ing had not acted as a check in that 
direction. In a word, it seems to us 
that the saving habit reflects the gen- 
eral expansion in every other direction 
—employment, production, wealth, 
PROSPERITY.” 


New Discounts on Bolts and 
Nuts Announced 


New discounts ‘on bolts and nuts, effec- 
tive April 1, have been announced by the 
Buffalo Bolt Co., North Tonawanda, 
N. Y. Instead of different discounts for 
the various classes of bolts and nuts, there 
is a common discount of 70 per cent, 
f.o.b. Pittsburgh, Cleveland, Chicago or 
Birmingham, from new list prices which 
will be published shortly. The present 
list prices have been in effect since Sep- 
tember, 1923. The 70 per cent discount 
will apply on carriage bolts, machine bolts, 
blank bolts, tap bolts, lag bolts, hanger 
bolts, plow bolts, elevator bolts, step bolts, 
stud bolts, track bolts, hot-pressed and 
cold-punched nuts, semi-finished nuts and 
castellated nuts. Terms are 30 days net 
or less 1 per cent for cash 10 days from 
date of invoice. 

The new list prices are based on cost 
studies carried on over the past two 
years. 
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Mild Weather Increases Hardware Sales 
in Chicago Territory—Prices Firm 





Recent Price Changes in Chicago Territory 


BRIDLE BITS.—Prices have advanced—some items 
are 20 per cent higher. 


DECLINES 


WORK GLOVES AND MITTENS.—There is a fair 
demand, although much lighter than a year ago, 
due largely to the milder weather. Lower prices 
on cotton has caused a reduction on gloves and 
mittens. Local jobbers are quoting 8 oz. at 
$1.10 per doz.; 10 oz. at $1.20 per doz. 


ADVANCES 

HARNESS SNAPS.—There has been an advance on 
some numbers amounting to as much as 20 per 
cent in some cases. 

SKATE BUCKLES.—There has been a substantial 
advance. 

TRACE BUCKLES.—An advance of about 20 per 
cent has been announced. 




















(Chicago office of HARDWARE AGE) 


HERE are increasing signs of betterment in general con- 

ditions, but the levels are still slightly below that of a year ago. 

However, as milder weather increases the seasonal activities 
a feeling of optimism is developing. 


Local building activities are an 


exceedingly bright factor in the 


situation, permits for February setting a new high record for 
that month. Naturally with this heavy demand for materials 
prices are showing considerable strength and early advances on 


several items are looked for. 


Manufacturers of sash cord have al- 


ready announced an advance of 2 cents per pound, in spite of the 
low cotton market, and jobhers’ prices are expected to follow. Very 
substantial advances on builders’ hardware items are predicted and 
the bitter price war which has waged for months between the manu- 


facturers seems to be at an end. 


The steel industry in the Chicago area is also enjoying a gradual 
improvement of business and production has been somewhat in- 


creased owing to the heavy specifications against contracts. 


While 


both the makers and distributors are continuing to grant conces- 
sions for quantity orders on nails and wire, sales are active and there 


is a possibility of firmer prices. 


Collections are showing some improvement and are generally con- 


sidered as satisfactory. 





AUTOMOBILE | 
As the weather becomes milder, sales | 
are showing some slight improvement. | 


Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular 58c. each: Cham- 
pion X, 45c. each: Champion Blue 
Box line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Light.— Appleton, No. 3280, 
$6.50. 

Chains.—Non-skid, dozen pair lots, 
ob per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. —Rose, 1% 1%in. cylinder, 


ACCESSORIES. — | 








cord tires, $8.75 each: regular cord 
$6.60 each; gray inner tubes, 30 x 3%, 
$1.30 each; red inner tubes, 30 x 3%, 
$1.50 each. 
BASEBALL GOODS.—Orders for base- 
ball supplies are coming in in better 
volume than this period last year. 


We quote from jobbers’ stocks, 





fob Chicago: Goldsmith Official 


League Balls, $15 dozen; Special 
Official League balls, $8.90 dozen; 
Slugger bats, $16.20 dozen. 


BOLTS AND NUTS.—Prices are hold- 
ing firm and sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount: small 
carriage bolts, rolled thread, 50-5 per 
cent discount: machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount: all stove bolts. 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—Builders’ 
hardware manufacturers are with- 
drawing prices on lock sets and higher 
prices can be expected soon. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.80 
per dozen pair; 4 x 4 steel butts, old 
copper and dull brass finish, $2.62 
per dozen pair; heavy steel bevel in- 
side sets, $4.60 per dozen sets: steel 
bit-keyed front door sets, $1.35 per 
set; wrought brass bit-keyed front 
door sets, $2.40 per set: cylinder 
front door sets, $5.50 per set. 





CHAINS.—Whilé a slight easing off 
in prices has been predicted, the larger 
manufacturers have not announced any 
changes as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 Ib. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4™% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
There is a good volume of business at 
the recently reduced prices. | 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. : 


EAVES.—Prices are without recent 


change and orders are only fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge _ roll, 
1%-in., $3.65 per 100 ft.; corrugated 
conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—There are no _ price 
changes. The demand is showing a 
marked improvement. 


We quote from 
f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.: in 1000 ft. lots, $6.00; No. 18 
lamp cords, $14.25 per 1000 ft.; in 1000 
ft. lots, $13.65; sockets, 15%c.; %-in. 
brush brass key sockets, 15%c. each; 
two-way plugs, 45c. each; in lots 
of 10, 40c. each; two-piece attach- 
ment plugs, 7%c. each; dry cells, 
boxes of 50, 32l%c. each; less than 
case lots, 36c. each. 

Radio Supplies.—Radio B batteries. 
No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3.40 each; No. 772, 
$3.62 each; No. 486, $3.58 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 

Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent, 


FIELD FENCE.—Prices have _ con- 
tinued without change, the same as 
during last season. Orders are in good 
early volume. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 726-6-12%, $28.68 per 
100 rods; 1948-6-14%, $43.62 per 100 
rods; 2158-6-1414, $48.98 per 100 rods. 


FILES.—There is a normal demand 
and prices are without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list: Black Diamond files, 
40-10-5 per cent off list. 


jobbers’ stocks, 
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FISHING TACKLE.—Sales are good 
as dealers fill up their stocks in ad- 
vance of the opening of the season. . 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2.25 
each; Chicago level winding oe. 
= each; Symploreel No. .752, $4.9 
each. 


GALVANIZED WARE.—Jobbers’ 
prices are becoming firmer and the 
demand is good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. 1, $6; No. 
$6.85; No. 3, $8: 10 qt., galvanized 
after-made pails, $2.12; 12 qat., $2.33; 
14 qt., $2.60. One gal., all galvan- 
ized oil cans, $2.35 doz.; 2 gal., $4 


No. a te bailed galvanized meas- 


ures 
GARDEN HOSE AND LAWN 
SPRINKLERS. i 





demand reported as the season ap- 
proaches. Prices are somewhat lower 
than last year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., llc. per 
ft.; %-in., 12%4c. per ft.; 5-ply, good 
quality, wrapped, %-in., 8c. per ft.; 
; Lawn sprink- 
lers, Rain King, $28 a doz.; original 
fountain sprinklers, $6 doz.; Rain- 
bow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—The demand is 
seasonably light. Prices remain un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 87 per cent discount; 
single strength A, 34 to 40-in. 
bracket, 86 per cent discount; single 
strength A, all other brackets, 86 per 
cent discount: double strength A, all 
sizes, 86 per cent discount; single 
strength B, up to 25-in., 88 per cent 
discount; 34 to 40-in., 87 per cent, 
and balance 87 per cent; double 
strength B, up to 54 in., 87 per cent 
discount; balance 87 per cent. Putty, 
pure grade, $3.75 per 100 1lb.; com- 
mercial, $3.40 per 100 Ib 


HANDLED HAMMERS AND 
HATCHETS.—tThere is an increasing- 
ly good volume of orders for high 
quality tools being placed. Prices have 
been without change since the advance 
of March, 1926. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality. 16 oz. 
nail hammers, $12 a dozen: Maydole, 
$12.60 a dozen; 16 oz. machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to $8. 


HATCHETS— 


We quote from jobbers’ stocks, 

ie. b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
yong hatchets, No. 2 broad, $16.40 
0zZ.; medium quality hatchets, No. 2 
shingling, $8 0zZ.; medium quality 
hatchets, No. 3 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a good seasonal demand and prices 


are without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight 

ar and bored, best’ grade, 

te 4, 5 eg doz.; 5 ft., $5.00 doz.; 

$3.65 doz.; 5 ft., $4.45 

dos. ate ‘ee $2.35 doz.; 5 ft., $2.75 

Oz 


Hay Fork Handles.—Bent-chucked 
and bored, best grade, with strap, 
ferrule and cap, 4% ft., $6.20 doz.; 
5 ft., $7.10 doz.; XX 4 ft., $5.00 doz.; 


XX plain, 4% ft., $3.60 doz.; 5 ft. 
$3.80; doz.; X plain, ha ft. $2.70 doz.: 
Ras $3.25 doz 


Manure Fork Handies.—Bent, best 
ah pint f 4 io $4.35 on) 444, Keg s 


doz. ; XX pl ai n, 4 ft., $ 
ft., $4.15 doz.; X 'plain, 4 me 50: 
ft., $2.85 doz 
arden — Handles.—XX, 41% ft., 


$3.20 doz.; X, 4% ft., $2.20 doz. 
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Garden Rake fe eg —XX, 5% f 
$4.80 doz.; X, 5% ft., $3.05; 6 ft., $4. 00. 

Shovel "Handles. “Regular Pattern, 
XX, 4% ft., $6.10 do : a 
$3.50 doz.; D handles, best grade, 
$7.00 doz.; X, $5.50 doz. 

Spade Handles.—D handles, best 
grade, $6.80 doz.; X, $5.25 doz. 


HANDLES, TOOL.—The demand is 
very active for replacement, with an 
increasing trend toward better quali- 
ties. The demand is strong and prices 


remain unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe WHandles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest yey sec- 
‘ond growth hickory, $6.50 d 

Hatchet and Hammer Seamties.—~ 
No. 1, 90c. doz.; “| + eee second growth 
hickor y, $1.80 d 


HINGES. heme. is no change in the 
price situation. Manufacturers are hold- 
ing very firm at the present price 


levels. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 
bundles, 4-in., 72c.; 5-in., 98c.; 6-in., 
$1.10; 8-in., $1. 85: 10-in., $3.10 per doz. 

pairs; extra heavy T Soe rye in 
one 4-in., $1.10; 5-in., $1.18; 6-in., 
$1.40; 8-in., $2. 38; 10-in., $3. ig’ per 

OZ. 


ICE CREAM FREEZERS.—Sales are 
very satisfactory and are running 
about the same as a year ago this time. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt 6.80 


list; 6 qt., 60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
ged hy qt., $6.30 list; 8 qt., $8.20 list; 
10 $10.75 list; 12 qt., $14 list; 15 
qt., Vi list; 20 qt., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., ‘enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above 
prices are net. 


LAWN MOWERS.—Prices are _ the 
The demand is 


a little light, as the season is still some 


same as last season. 


way off. 

We quote from jobbers’ stocks, 
fo.b. Chicago: 16-in. ball bearing, 
5-knife, 1l-in., wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10-each; 16-in., plain bear- 
ing, 4-knife, 10%-in. seen, $8.65 
each; 16-in., ball bearing, 4-knife, 
9-in. ‘wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in., plain 
noo iat 3-knife, 8-in. wheels, $5.85 
each. 


NAILS. 





adjustment in February. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 
cement-coated nails, quantity orders, 
$2.95 per keg base. 


OIL STOVES.—As the summer season 
advances, sales show some improvement. 


Oil Cook Stoves 


PERFECTION 4 
2 ES wcccdceusevens $17.50 
a 2 rE... ccccenecesce ae 
a. ae Te PS pec eccee west es 28.50 
SF FS ee 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


ae (Improved Model) 


> at. rs 3. ceagenee ead $17.50 
No Oe 26s ot cece e wes 22.50 
ON 28.50 


Puritan discounts the same as 
Perfection. 


NESCO—June 1 


a en , .. wecccdses ees $9.50 
DUO. Bee © DUPMOTE occ ccccccecese 17.50 
a ee £ fF ee 22.00 


Prices 
remain unchanged since the downward 








No. a. Ee 
No. —) es 
No. 1102 high shelf only........ 5.25 
No 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 


With vitreous enameled stove tops 
and splash backs: 


NG, 2ae 3 DUPMOTS. .cccccccccccs $35.50 
INO, 244 4 DUIMEYS..cccccccccccs 44.50 
Nesco dealers’ discount, 30 and 5 
per cent. 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 
No. 400 Built in oven model. 63.0 

ieee discount, 30 and 5 per 
cent, 


Ovens 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
a 112G 2 burners glass door. 6.00 


142G 
‘Teleew discount, on 10 or more, 
30 and 5 per cent; less than 20, 30 
per cent. 
PURITAN 
No. 42G 2 burners glass door... $5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
NESCO 


No. > 1 burner solid door. . $2.00 
No. 5 1 burner glass door.. ee 5 
No. 010 1 burner solid door..... 3.50 
No. 10 1 burner glass door..... 3.75 
No. 020 2 burners solid door.... 4.25 
No. 20 2 burners glass door.... 4.50 
No. 030 2 burners solid door.... 4.90 
No 30 2 burners glass door.... 5.20 
No. 0301 2 burners solid door 
thermometer ..... 6.40 
No. W112 burners glass door 
thermometer ..... 6.40 
Water Heaters 
Perfection No, 412 .....ccccce. $40.00 
WOrteeteems ING. GEL ciccccceccs< 80.00 


Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Ete. 
Rockweave wick, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on oil cook 
stoves, ovens and heaters. 


PAINTS AND 


are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 90c. 
per gal.; 5-barrel lots, 87c. per gal. 

Linseed Oil. — Boiled, barrel lots, 
pt per gal.; 5-barrel lots, 90c. per 
gal. 


Turpentine.—Drum lots, 80c. 

Denatured Alcohol.—Barrel lots, 
42c. per gal.; steel drums extra, $6 
returnable. 

White Lead.—500-lb. lots, $13.73 per 
100, 1b., net; 100-lb. lots, $14; 50-Ib. 
lots, $7. fe 25-Ib. lots, $3.65; 1214-lb. 
ots, $1. 

on —(4%- lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

Engl ish Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


— Paste.—Barrel lots, 7\4c. per 


PREPARED ROOFING.—A moderate 
demand with no recent price changes 


to report. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square; best grade tale surfaced, $2.65 
per square; medium talc surfaced, 

per square; light tale surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 


PYREX WARE.—Prices are unchanged 


and sales are fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Bread ane. —No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handled Casseroles. — Round, 


doz.: acy Oval, No. 642, $12 doz.: 
No. 643, $14 d 

Pie ex —No. 208, $6 per doz.; 
No. 209, $7.2 

Tea Pots. sty ‘Cun, $21 doz.; 4 cup, 
$24 doz.; 6 cup, = doz 

Utility Pans.—No 331, $8 doz.: No. 
232 $14 doz. 


(Continued on page 78) 


OILS. — Turpentine 
takes a substantial drop. Other prices 


) 
if 
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HARDWARE AGE 


March 17, 1927 


Business in New England Only Fair 
but Fully Equal to That of Year Ago 


(Boston office of HARDWARE AGE) 


CCORDING to local shelf hardware jobbers, business in New 
England is only fair, but fully equal to that of a year ago. 
Following the winding up of a year, there is always a period 

in this territory, usually extending from Jan. 1 to around the middle 
of March, when there is a slowing up in business, and 1927 has been 


no exception. 
ing existing conditions. 


moving quite actively. 


The jobbing trade, therefore, is philosophical regard- 
It anticipates business will improve from 
now on, and that by the end of another two weeks things will be | 
The proviso is made, however, that much > 
will depend on weather conditions. 
pected, an early spring, things should be satisfactory. 


If we have, as is generally ex- 
If we have 


a late spring, business is liable to drag along in a belated manner 


as it did last spring. 


One of the most encouraging features in the hardware situation 
today is there are no large retail stocks so far as the jobbing trade 


can ascertain. 


The jobbers say the retail trade is not buying as 


freely from hardware manufacturers as they have in the past, which 
leads to the supposition that the trade feels it is better business 


policy to buy goods only as needed through the jobber. 


It is quite 


apparent the New England retail trade collectively is beginning to 


fully realize it must sell something else besides hardware. 


It is 


meeting stiffer competition, particularly from the department and 


chain stores each year in standard hardware lines. 


It is, there- 


fore, necessary to add lines not carried by the average competitor. 


BASEBALL GOODS.—Although many 
other lines are inactive, baseball goods 
are selling well, say jobbers. Goods 
are being shipped out of stock as fast 
as ordered, for the average retail dealer 


needs his merchandise on or before 
April 1. 

We quote from Boston jobbers’ 
stocks: 

Bats.—Crack-A-Jack, $2 per doz., 
net: Junior League, $3: King of 
Fields, $7.20: burnt oil finish, $10.80; 
Ring-Go, $12; Louisville Slugger Jr., 
$5.40. 

Basebalis.—Per doz. net. Dandy, 
73C.: joys’ Favorite, $1.50; Young 
American, $2: Junior League Special, 
$2: Junior League, $2.75: Boys’ 
League, $3.50; Dollar Lively, $6; Pro- 
fessional League, $8; National 
League, $14.50. 

Gloves.—Fielders’, Stall & Dean 
line, No. 8020, $6 per doz. net; No. 
80236. $X: No. 8019, $12; No. 0949, $16; 
No. 8026, $20; No. 8035, $20: No. 0967, 
$36: No. 8043, $40; No. 8049, $56: No. 
8055, $60. 

Mitts.—Catchers’, No. 7537, $8 per 
doz. net: No. 7536, $12; No. 7507, $28; 


No. 7533, $40; No. 7534, $64. 

Mitts.—First Base, No. 7621, $8 per 
doz. net: No. 7620, $12; No. 7619, $16; 
No. 7616, $36; No. 7612, $48; No. 0963, 
$52; No. 7622, $64. 

Masks.—Catchers’, No. 6903, $20 
per doz. net; No. 6906, $24; No. 6909, 
$32: No. 6910, $44. 


BOTTLES.—Landers, Frary & Clark, 
New Britain, Conn., have placed on the 
market a new assortment of bottles 
that is attracting attention among New 
England retailers. The assortment, 
known as No. 1975, includes six pint 
and six quart bottles with an attractive 
display stand. With the assortment 
are free goods, the value of which 
added to the assortment is $34.10. The 
cost of the combination to the retail 
dealer is $19.75. 








We quote from Boston jobbers’ 
stocks: 


Bottles. — Steel shell, with folding 


handle, nested drinking cups, No. 
521, $12 per doz. net; No. 522, $20; 
No. 571, $16; No. 572, $24. 3rass 
shell, folding handles, nested cups, 
No. 5191, $20; No. 5192, $30; No. 591, 
$21: No. 592, $30.80; No. 581, $22; No. 
582, $32. Half pints, for school kits, 
No. 70, steel, $12. Columbia, pint ° 
$9; quart, $17.50. Assortments, util- 
ity pint, $7; utility quart, $11. Uni- 
versal, No. 1975, six pints and six 
quarts with free goods, $19.75 net. 
Fillers —No. 00, $8 per doz. net; 


No. 01, $8; No. 02, $14. 


DOG MUZZLES.—There is a very good 
demand for dog muzzles. Buying is not 
general, however, but comes from cer- 
tain towns and cities where municipal 
restrictions have been placed on dogs 
on the street. No change is noted in 
prices for muzzles or other dog acces- 
sories. 


JUGS.—Landers, Frary & Clark, New 
Britain, Conn., recently placed on the 
market a new jug, known as No. 1375, 
which sells at $3.50 each list with the 
usual discount. It is selling well. The 
price on that company’s No. 1500 bottle 
has been reduced from $5 each list to 
$4.50. All kinds and makes of bottles 
are selling more freely than they have 
in months. 

Boston jobbers’ 


We quote from 


stocks: 

Jugs.—Thermo, No. 1,500, $4.50 each 
list; No, 1375, $3.50; No. 600 (for food 
only), $6.50. Discount, 25 and 10 per 
cent. Stanley unbreakable, food and 
liquid, No. 303, $7.50 each list; dis- 
count, 33% per cent. Aladdin Thermal 


ware, No. 405, $3.75 each list: dis- 
count, in lots of less than six, 30 
per cent, in lots of six or more, 30 
and 5 per cent. 














POLISHES.—Usually at about this 
time of the year house owners, who take 
pride in keeping floors nicely polished, 
invest in a supply of fluid or wax pol- 
ish and get busy. That they have be- 
gun to act is attested by an increased 
retail hardware store buying move- 
ment, not only of polish, but of mops, 
etc., as well. 


We quote from Boston jobbers’ 
stocks: 

Polish. — ©’Cedar liquid finishing 
floor polish, 4-oz. containers, $2.40 


per doz.; 12-0z., $4.80; quart, $10; 


gal., $16; gallon, $24. 
ops.—Floor, No. 22, $16 per doz. 
net; wall dusting, $12; polishing, No. 


$14, No. 5, $10, No. 6, 


POULTRY SUPPLIES.—At the mo- 
ment there is an active movement of 
brooders out of jobbers’ stocks here. 
Leading Boston egg houses have gone 
on record with the statement that more 
eggs have been put into incubators so 
far this year, not only in New Eng- 
land, but all over the country, than in 
any previous year. The Government, 
State departments of agriculture, col- 
leges, schools and farmer organizations 
for some time have been stressing the 
point that there is money in eggs and 
poultry. It is quite evident, therefore, 
that it should be an exceptionally good 
vear for poultry supplies provided the 
retail dealer goes after the business. 


We quote from Boston jobbers’ 
stecks: 

Staples.—Factory shipments, in car 
lots, $4.55 per 100 lb. keg; in less than 
car lots, $4.80; from store, $6.25. 

Netting.—Galvanized hexagon, gal- 
vanized after weaving from stock, 
50 and 5 per cent discount. From 
factory, Worcester, Mass., 50 and 15 
per cent discount. 

incubators.—Buckeye line, No. 1, 
110 egg capacity, $26.25 each net; No. 
2, 175 egg capacity, $31.15; No. 3, 250 


1, $10, No. 2, 
$14. 


egg capacity, $40.43; No. 4, 350 egg 
capacity, $47.60; No. 5, 00 egg 
capacity, $74.90; No. 40, large ca- 


pacity, $175; No. 14, 65 egg capacity, 


$11.50; No. 16, 110 egg capacity, 
58 73. No. 17, 210 egg capacity, 
e0.40. 


Brooders.—Buckeye line, portable, 
No. 20, 60 chick capacity, $8.23 each 
net; No. 21, 00 chick capacity, 
5; No. 2, 150 chick capacity 
Oil burners, No. 80, 350 chick 
capacity, $13.30; No. 81, 500 chick 
capacity, $15.05. Coal burners, No. 
ce No. 118, $15.05; No. 119, 

O.0d. 


ROPE AND TWINE.—Following the 
recent receipt of new price lists from 
the manufacturers of manila rope, job- 
bers have advanced prices lc. per Ib. 
Sisal rope remains at 18%éc. per lb. All 
kinds of rope and twine continue in 
fair demand. 


SWEEPERS.—AIll kinds and makes of 
sweepers are beginning to engage the 
attention of the retail trade at this 
time. Bookings by jobbers thus far this 
year show them to be about on par 
with those of 1926. 
We quote from Boston jobbers’ 
stocks: 
Grand Rapids, 


Sweepers.—Carpet, 
japanned, $44 per doz. 


ball-bearing, 
net; nickeled, $48; Standard, ja- 
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panned, $36; Universal, japanned, $42; 
nickeled, $46: American Queen, $54; 
Parlor Queen, $56 

Toy Sweepers.— Per dozen, Little 
Helper, $2; Little Gem, $3.75; Little 
Jewel, $10; B. Junor, $16. 


SKATES.—Roller skates are moving 
some, according to jobbers. Deliveries 
by the jobbing trade are prompt. Re- 
tail stocks are said to be small. 


We quote from Boston jobbers’ 
stocks: 

ice Skates.—Union line, men’s No. 
524%, $1. 36 per pair net; No. 4 24%, 
$1.74; No. 924, $3.31; No. 1924%, a 
No. 1624, 89c.; No. 1624%, $1.24; N 
1824, $2.06. Hockey and figure, No. 
Ox3, $2.69. Canadian hockey, No. 
54, $1; No. A 6 
52, 97c.; No. 5624, $1. 5 

No. 5724%, $1. 92: No. 592444, 
: No. 52414, $1.62. Children’s bob 
ne en ly 45c. 

Roller Skates.—Union line, No. 2, 
70c. net per pair; No. 3, 75c.; No. 
10, $1.10; No. 5, $1.45. 


SHEARS.—Pruning shears are going 
big, according to jobbers, who add that 
manufacturers are behind on deliveries. 
Grass shears also are selling in good 
volume. 
We 
stocks 
lan. — Grass, special, 

doz. net; No, 14, $3.50; No. 
No. 1360, $4; No. 0267E, $6. 


No. 1105, $11. 75 per doz. net. 
shears. No. _ $8 per doz. 


No. 055E, $7. 
SR ee ool No. 106, $3 
100L, $1: No. 100, 


net hedge, No. 
7-in., $1.30; 9-in., $1.65: No. 101, 9-in., 
$1.75: border, No. )-j $3; No. 
105, 9-in., $3.50. No. 2, 90c. Ladies 
or rose, $6 per doz. net. No. 117, $8. 

SHOVELS.—A slightly lower range of 

prices has been made by jobbers on cer- 


tain styles of Rugg snow shevels. 


from Boston . jobbers’ 


$2.50 per 
1, $2.75; 


quote 


Sheep 
net; 


each 





HARDWARE AGE 


We quote from Boston jobbers’ 
stocks: 

Shovels. — Snow, Rugg line, steel, 
long plain handle, No. 78, $4.06 per 
doz.; split wood D-handle, No. 78%, 
net malleable D-handle, No. 79, 
4.66. 


WINDOW WEIGHTS.—The local mar- 
ket on window weights is about $1 a 
ton lower. Revised prices follow: 
We quote from Boston jobbers’ 
stocks: 
Window Weights.—From stock, all 


sizes, 2%c. per lb. From foundry, $44 
a ton. 


WATERGLASS.—Egg prices are now 
down to probably the lowest level of 
the year, consequently the big dealers 
will begin to place large quantities of 
this food in the cold storage plants of 
the country. It naturally follows it is 
time for the housewife to put down 
eggs. To do so she will need water- 
glass. 
We 
stocks: 
Waterglass.—In 
doz. net; in 
$7. 


quote from Boston jobbers’ 


pints, 
quarts, $2; 


$1.30 per 
in gallons, 


WINDOW GLASS.— Single window 
glass has been slightly reduced. The 
market for double glass remains un- 
changed. Revised prices follow: 
We 
stocks: 
Window Glass.—Third quality, 
gle, 25 bracket, 88 and 5 per 
discount; all other sizes, 87 and 5 
per cent discount. Double, up to 
54-in., 87 and 5 per cent discount; 
larger, 85 and 5 per cent discount. 


WIRE CLOTH.—Recent prices issued 


quote from Boston jobbers’ 


sin- 
cent 
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on wire cloth, which showed a moder- 
ate reduction, have speeded up business 
somewhat. It is now said that most 
of the New England retail trade has 
covered its 1927 requirements. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—From store, per 100 
sq. ft., Oriental bronze, 14 mesh, 
$4.75; 16 mesh, $6.10. Crescent cop- 
per 14 mesh, $5.25; 16 mesh, $5.50. 
Vulcan black, 12 mesh, $1.90; 14 mesh, 
$2. ¥t% Apex dull galvanized, 14 mesh, 


$2 

Direct shipments, f.o.b. Worcester, 
Mass., per 100 ft. roll, sizes 22 to 48 
in., Vulean black, 12 mesh, $1.75: 14 
mesh, $2.15. Apex dull galvanized, 
12 mesh, $2; 14 mesh, $2.40; 16 mesh, 
$2.70. Neptune bright galvanized, 12 
mesh, $2; 14 mesh, $2.40; 16 mesh, 
$2.70. Bronze, bright and dull finish, 
14 mesh, $5; 16 mesh, $5.35; 18 mesh, 


$5.75. Copper, bright and dull finish, 
14 mor $4.50; 16 mesh, $4.75; 18 
mesh, 


sen Bh —Sizes 18 to 20 in., 5c. 
100 ft. Wider than 48 in., 25c. 


VACUUM CLEANERS.—Mrs. New 
England already has started the cus- 
tomary spring house cleaning, and it is 
a safe bet she needs her old vacuum 
cleaner repaired or, better still, needs a 
new one. It’s up to the retail hard- 
ware dealer to get a lap on the depart- 
ment store and the local electric light 
company and sell her one. 
We 
stocks: 
Vacuum Cleaners.—Universal elec- 
tric, complete with attachments, No. 
7201, $35 each net; in lots of three, 
$33.75 each; in lots of 12, $32.50 each. 
see Vac, without attachments, in lots 
of three, model G10, $20.10 each net: 
B30, $23.65. Attachments, $3.50 per 


Set. 


per 


quote from Boston jobbers’ 


Sieet ides Print i in seed 


HREE 


cenerations of users wore away the hard 


maker will set the teeth of 300 saws a day. 


This 

















hickory handle of the hammer shown in the photo- 
graph until the wood was molded to the shape of their 
hands. The hammer is the kind used for setting the 
teeth of handsaws and was in constant use for thirty 





years in the factory of Henry Disston & Sons, Inc. of 
Philadelphia. It is now the treasured possession of a 
Disston employee, who received it from his father and, 
after using it himself for many years, handed it down 
to his son. 

In manufacturing a saw each tooth must be tapped 
with a hammer to make alternate teeth project slightly 
on each side of the saw. The number of teeth in a saw 
varies, but will average about 180 and an expert saw- 


figures up to the astonishing total of more than 12,- 
000 000 hammer blows a year by a single workman, 
which would make 360,000,000 blows dealt with this 
hammer during the thirty years it was in use. It was 
the grip of the hand and these millions of blows that 
gradually wore away the hard wood. 


Healthy, Wealthy and Wise 


XN die because of some fault or faults in the or- 
ganization or management of their bodies. Busi- 
nesses die, or fail, for the same reason. 

One of the best ways to be sure df dying sooner than 
you need to is to be an optimist whose optimism is based 
wholly on sentiment and not at all on knowledge. 

Your kidneys may be showing albumen or sugar, but 
do not investigate to find out. Be an optimist! | 

An epidemic of flu or smallpox is on the way. It is 
very bad in certain sections of the country. Forget it, or 
better do not let anyone tell you about it. Be an optimist! 
Expose yourself! Go where the epidemic is worst. Be 
an optimist! Do not build up additional physical re- 
sistance. Refuse to read or heed all information of 
anything bad or of any depressing or threatening condi- 
tions. 

This attitude, or this philosophy, if it may be called 
a philosophy, is cutting off many years of life for men. 

1920 and 1921 taught business men that they must 
not be so foolish about business. But still there are 
many that need to learn that unintelligent optimism is 
dangerous, and intelligent pessimism a mark of wisdom. 


—The Buzz. 
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HARDWARE AGE 


March 17, 1927 


Cincinnati Reports Indicate Spring Business 


Will Surpass Volume of Last Year 


(Cincinnati office of HARDWARE AGE) 


OOKINGS for the spring trade are reported by Cincinnati 


jobbers to be about normal. 


In fact, in several instances an 


increase over the sales in the corresponding period of 1926 is 

noted. Comparatively mild weather has been partly responsible 
for the good business, according to observers. 

Particularly outstanding is the improvement in orders for auto- 


mobile accessories and paint. 


Jobbers now are quoting prices on 


such spring items as garden tools, baseball goods, screen doors and 


window screens. Other spring 


merchandise is moving well and 


indications are that the season just ahead will surpass that of last 


vear in volume of trade. 
A few changes in quotations 
weeks. 


have been made in the past two 


Manila rope has advanced ‘4c. a pound, while turpentine 


and linseed oil have been reduced. Common wire nails are selling 
in the Louisville district at $2.75 to $2.85 per keg; although no change 


has occurred in this market. 


Picks, mattocks and heavy hammers 


have been increased about 10 per cent. 


The outlook in _ builders’ 


hardware is encouraging. Already 


activities have been expanded, and the amount of residential work 


either contemplated or now unde 


r construction is large. 


Sales of retail dealers have been fairly good, the cash business 
of downtown stores being especially favorable. 





AUTOMOBILE ACCESSORIES.—The 
market has a better tone. Appear- 
ance of mild weather has stimulated 
demand, and the outlook for good busi- 


ness in the next month is encourag- | 
Prices in all lines are firm and | 


ing. 
unchanged. 
We quote from Cincinnati jobbers’ 
stocks: 
TIRES 
Cheap Medium | 
Grade Grade 
OmS GAPTI ..cccess $5.35 $6.35 
30x3% fabric ...... 6.25 1.25 
30x3% cord ....... 6.75 9. (5 
tf FO Eee 10.60 13.75 
me 0 OG Ge cicccceves 11.15 14.50 
33x 4 cord .........- 11.75 15.25 
OE rrr 12.35 16.20 
32 x 4% cord ........ 15.20 19.75 
33x 4% cord ........ 15.80 20.50 
34x4% cord ........ acaeias 21.25 
29 x 440 balloon ..... 7.55 9.65 
TUBES 
PIE Gécosseeanassoudt 99 1.25 
Dh. wvshesuaqane® 1.20 1.45 
DPT s«cccaveéoeeeevs 1.65 1.95 
32 x : err. Ta 1.76 2.05 
PE sacte winded ee we 1.80 2.15 
29x 440 baloon ..... 1.51 1.85 
Spark Plugs.— Special lot prices 


quoted herewith are good only until 
April 30; 50 A. C. plugs, $25.50; 30 
A. © plugs and 20 No. 1075, $22. 30; 
100 A. C. plugs, $48; 70 A. C. plugs 
and 30 No. 1075, $43.80. 

BASEBALL GOODS. — The schedule 
on merchandise for delivery this spring 
has been announced by local jobbers 


and is given below. 


We quote from Cincinnati jobbers’ 
stocks: 

Balis.—No. 97, $15 per doz.: No. 99, 
$16.80 per doz.; No. 70, $7.80 per doz.; 
No. 47, $4 per doz.; No. 45, $2 per 
doz.: No. 17, $1.20 per doz.; No. 35, 
80c. per doz, 

Bats.—No. a $2 per doz.; No. 4, 
$3 er doz.; 8, $4 per doz.; No. 

$s 40 per el No. 13, $7.20 per 
am, No. 16, $10. 80 per doz.; No. 5, 
$12 per doz. : No. 40, $16.20 per doz.: 
No. 250, $21 per doz.; No. 40K, $21 
per doz. 


Basemen’s Mitts.—No. 145, $3.95 
each; No. 131, $2.25 each; No. 151, $2 
— No. 123, $1.95 each: No. 110, 80c. 
eacn. 

Catchers’ Mitts.—No. 226. 
each; No. 210, $4.60 each; No. 
$2.67 each: No. 
185, $1.33 each: 


Fielders’ 


$4.90 
188, 
186, $1.95 each: No. 
No. 182, 84c. each. 


Gloves.—-No. 27, $1.40 
each; No. 44, $2.25 each: No. 37, $1.85 
each; No. 34, $1.50 each: No. 19, $1.05 
each; No. 14, 67c. each; No. DW, $4.35 
each; No. BL, $6.50 each; No. 73, $4 
each; No. 68, $3.33 each. 

BUILDERS’ HARDWARE.—Construc- 
tion work for residential purposes is 
going forward at a satisfactory pace 
in this district. Those concerns spe- 
cializing in contract work for apart- 
ment buildings, office structures and 
schools state that sales probably will 
be fuily up to those in 1926. Build- 
ing in Louisville in February showed 
an increase of 54 per cent over that 
during the corresponding month last 
year. Figures for Cincinnati are not 
available, but are expected to reveal 
extensive activities. Prices are steady 
on all items. 


ee ee 


We quote from Cincinnati jobvers’ 
stocks: 

Hinges.—Heavy strap hinges, 5-in.. 
95c. per doz. pair; heavy strap, 6-in., 
$1 per doz. pair; heavy strap, 8-in. 
$1.70 per doz. pair; extra heavy Tee 
hinges, 5-in., $1.10 per doz. pair; 
extra heavy Tee, 6-in., $1.20 per doz. 
pair; extra heavy Tee, 8-in., $2.20 per 
doz. pair. 

Hasps.—Common hinges. 70 off; 
safety hasps, 3-in.. 60c.. single, per 
doz.: 414-in., 80c.; 6-in., $1.40. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3%, 
14c. per pair net; 4 x 4, 20 te. Less 
than case lots, 3 x 3%, 15c.; 4 x 4, 


21c. 
Sash Weights.—-Sash weights, $1.85. 
Inside Sets.—Square bevel inside 
sets in case lots, $4.10 per doz. 
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FLASHLIGHTS.—Jobbers report that 
sales of this item are liberal in vol- 
ume. 

We quote from Cincinnati jobbers’ 


StocKs: 

Each Each 
No. 2001....$0.62 No. 2102....$0.78 
No. 2101. .62 No. 3102.... 1.07 
No. 3101. 91 No. 2004. .94 
No. 2003 .78 No. 2104. 94 
No. 2103.... .78 No. 3104. 1.33 
No. 3103.... 1.17 No. 3202 2.47 
No. 2201. .78 No. 3205. 2.14 
No. 3201.... 1.65 No. 3206. 2.30 
No. 3202.... 1.82 No. 3401. 2.47 
No. 2002.... .78 


GALVANIZED SPRINKLERS.—Book- 
ings for early spring shipment are in 
fairly good volume. Improvement is 
looked for in the next two weeks. 


We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.; 6-qt. sprinkling pots, $6 per 
doz.; 8-qt. sprinkling pots, $7.10 per 
doz.; 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 
aes 16-qt. sprinkling pots, $11.75 per 

OZ. 


GARDEN TOOLS. — Local jobbing 
houses are beginning to take orders 
for garden tools, and the prices for 
the spring trade are given below. 


We quote from Cincinnati jobbers’ 

stocks: 
Hoes.— Iowa socket hoes, 6%-in., 
Iowa cotton hoes No. 


$9.96 per doz.; 
P6%, 4% in., $7. = per doz.; Iowa 
41%4-in., $7.95 


planter hoes, No 61% 
per doz.; lowa Fas. hoes, No. 
2P, $4.80 per doz. 

Rakes.—-No. 14SM, $5.64 per doz.;: 
No. 314 Iowa, $9.84 per doz.; special 
competition steel, 14-tooth, $4.50 per 
OZ, 


Spades.—No. JOW, $21.12 per doz.; 
No. OHW, $19.80 per = doz.: No. 
OLDSP, $10. SO per doz, 
HOSE ATTACHMENTS.—A slightly 


better demand from the retail trade is 
noted. 
We quote for delivery in the spring 
of 1927. 
Diamond nozzles, $3.60 a doz.: 
nozzles, $4.90 a doz.; 
$5.50 a doz. 


ICE CREAM FREEZERS.—While it 
still is early for many orders to be 


Pet 
Gem nozzles, 


placed, bookings to date have been 
gratifying. 
We quote from Cincinnati jobbers’ 
stocks: 


White Mountain.—-1-qt., $2.43 each; 


2-qt., $2.83 each; 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 
8-qt., $6.75 each, 

Arctic.—1-qt., $2 each; 2-qt., $2.30 
each; 3-qt., $2.78 each: 4-qt., $3.40 
— 6-qt., $4.30 each; 8-qt., $5.55 
eacn 

Peerless. on. -qt., 95 each; 2-qt., 
$3.45 each; 3-qt., sf 10 each; 4-qt., $5 
each; 6-aqt., $6. 30 each; 8-qt., $8. 20 

each. On all sizes of Peerless a dis- 


count of 25 and 10 per cent applies on 
the above prices. 


LAWN HOSE.—Movement of goods 
from warehouses scarcely has begun, 
but orders for later deliveries are be- 
ing taken in fair quantities. | 


We quote for 1927 
local jobbers’ stocks: 

Leader Hose.—'},-in., 

_ ft.; Red Dandy, %-in., 

ft.; molded hose, 
$10.50 per 100 ft. 


LAWN MOWERS.—Retail dealers are 
beginning to stock this item in antici- 


from 


$7.75 per 100 
$11.50 per 100 
14-in., on reels, 


delivery 
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co _ on ~ = Wha ; ‘Does It Mean 


to Buyers of —~ 
Wire Screen Cloth 


Only through many years of careful research and 
study has it been humanly possible to produce “APEX” 
of exceptional quality and permanence. ‘The beautt- 
ful uniform gray color wins it as many staunch friends 
as does its sturdy wearing qualities. It is made by 
treating steel screen cloth to a special electro-zinc- 
coating process after weaving, and its durability is 
doubly assured by a baked-on coating of long oil var- 
nish. Tested in every climate by discriminating Home- 
Owners, it has now become “The Standard of Com- 
parison.” 

Are you capitalizing on these features by stocking 
“APEX”? If not, your good judgment will prompt 
you to investigate. , 








Distributed by Jobbers 


If your jobber cannot supply you, 
write us and we will give you the 
name of one who will. 


JOHN M. HART COMPANY 


Manager of sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: Factory: 
Old Colony Building, Hanover, Pa. 
Chicago, Ill. 


























pation of a good season. Prices are 
firm. 
We _ quote from Cincinnati jobbers’ 
stoc 


Cheap Grade.—12-in., $5 each; 14- 
in., $5.20 each; 16-in., "$5.50 each. 
Ball Bearing. —14-in. medium grade, 
$8 each; 14-in. good grade, $9 each; 
14-in. best grade, $11 each: 16-in. 
medium grade, $8.25 each: 16-in. 
good grade, $9.35 each; 16-in. best 
grade, $11.50 each; 18-in. medium 
grade, $5.60 each; 18-in. good grade, 
a each; 1%8-in. best grade, $12 
each. 
NAILS.—There has been a slight im- 
provement in sales, but the market 
still lags. No change has been made 
locally in quotations, but nails are be- 
ing sold in Louisville at $2.75 to $2.85 


per keg 
We quote from Cincinnati jobbers’ 
stocks: 
(‘fommon wire nails, $2.95 per keg; 
cement coated nails, $3.05 per 100- 
lb. keg. 


OIL HEATERS.—The spring trade is 
coming in at a fairly good rate, and 
before the season is over jobbers give 
assurance that the movement of this 
item will be heavy. 
er from Cincinnati 
STOCKS: 


Nesco, No. 12, $3.70; No. 15, 
No, 016, $5.50: No. 0190, $7. 


POULTRY NETTING. — This item, 
heretofore quoted on the basis of ship- 
ment from factories, now is being of- 
fered at prices based on delivery from 
local jobbers’ stocks. 
We quote 
stocks: 
Poultry netting galvanized after, 60 
per cent off list; poultry netting gal- 
vanized before, 60 per cent and 10 per 
cent off list. 
PAINT.—A sharp upward turn in busi- 
ness has taken place in the past two 
weeks. Dealers are buying stock at a 
good rate, and the outlook is favorable 
for a big spring trade. Both linseed 
oil and turpentine have dropped off 
somewhat in price. 


We quote from Cincinnati 
stocks: 


quote jobbers’ 


$4.65; 


from Cincinnati jobbers’ 


jobbers’ 





AMERICAN HARDWARE MANUFACTUR- 
ERS ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis, 
Tenn., week of May 10, 11, 12, 13, 1927. 
Hotel headquarters, New Peabody Ho- 
tel, Memphis. Charles F. Rockwell, 
secretary-treasurer, 342 Madison Ave- 
nue, New York City. 


ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Hotel Marion, 
Little Rock, May 10, 11, 1927. L. P. 
Biggs, secretary, Little Rock. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS AND VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N.C 

LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 











’ SCREWS. 
has oceurred in the past two weeks. 
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Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
S4c. per gal.; turpentine in two-bar- 
rel lots, 76c. per gal.; white and red 
lead in 500-lb. kegs, 14%c. per Ib., 
less 10 per cent, 


ROPE.—An increase of one-half cent 
in the price of Manila rope has been 
made. 


We quote from Cincinnati jobbers’ 
stocks: 

Manila rope, 24c. per lb.; sisal rope, 
14%c. per Ib. 


ROOFING MATERIAL.—Gradual im- 
provement in sales is noted. All prices 
remain unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper.— Light standard, 
$1.05: medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—-Coal tar, 
in barrel lots, 25c. per gal.: in half 
barrel lots, 2&8c. per gal.: coal tar 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib. 12c.; in 5 Ib. cans, 9%c. per Ib.; 


refined, 





in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 
cans, Se, per Ib. Certain-teed 
cement, 36 Ib, to the case, $4.25 per 


cans, 12 cans to the 
in 10 lb. cans, 6 


case; in 5 Ib. 
box, 8l%c. per Ib.; 
cans to the box, 7'%c. per Ib. 


SCREEN DOORS AND WINDOW 
SCREENS.—Prices for the spring and 
summer have been set by local job- 
bers and are given below. 


We quote from Cincinnati 
stocks: 

Screen Doors.—No. 241, $17.60 
doz.: No. 281, $18.65 per doz. : No. 314, 
$25 per doz.; No. 355, $34 per doz.; 
No, 315, $31.40 per doz.: No. 315 gal- 
vanized, $32 per doz. All of the above 
quotations are on the size 2-ft. 10- 
in. x 6-ft. 10-in. 

Window Screens..— No. 1833, $3.85 
per doz.; No. 1833 galvanized, $4 per 
doz.; No. 2433, $4.50 per doz.; No. 
2433 galvanized, $4.75 per doz.; No. 
3037, $6.20 per doz.: No. 3037 gal- 
vanized, $6.55 per doz.; No. 18 steel 
screens, $4.85 per doz.: No. 24A steel 
screens, $6.15 per doz.: No. 30, $7.65 
per doz.; No. 30A, $8. 50 per doz. 


No change of consequence 


jobbers’ 


per 





1927. S. H. Sale, secretary, Shreve- 
port, La. 

MISSISSIPPI RETAIL HARDWARE AND 
LMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 

NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H.P. 
Sheets, secretary-treasurer, 130 E. 
Washington St., Indianapolis, Ind. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., April 19, 20, 21, 1927. 
C. L. Thompson, secretary-treasurer, 
Canyon, Tex. 

SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 10, 11, 12, 13, 
1927. Hotel headquarters, New Pea- 
body Hotel, Memphis. John Donnan, 
secretary-treasurer, Richmond, Va. 
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We quote from Cincinnati jobbers’ 
stocks: 

Flathead bright screws, 85 and 
7% off list; flathead blue screws, 85 
and 2% off list; flathead brass screws, 
80 and 20 off list; round-head blue 
screws, 80, 20 and 5 off list; round- 
head screws, 80 and 12% off list; 
bright wire goods, 85 and 25 off list. 


SHEARS.—Jobbers report that sales 
of this item have been heavy. Prices 
remain the same. 


We quote from Cincinnati jobbers’ 
stocks: 
Pruning Shears. — No. 1091S, $4.90 


per doz.; No. 25, $2 per doz.; No. 
2092V, $7. 25 per doz. : No. 2192, $11. 45 
per doz.; No. 4192F, $15.20 per doz.;: 
No. 4155F, $31 per doz. 

Hedge Shears.—8-in., $1.15 per 
pair; 9-in., $1.30 per pair; 10-in., 
$1.40 per pair; lady's size, No. 100L, 


85c. per pair. 
SPRAYERS.—Bookings by the _ job- 
bing trade have been satisfactory. 
We quote from Cincinnati jobbers’ 
stocks: 
Paragon sprayers, 30 and Md - list; 
in lots of 5 or more, 35 off 
WIRE CLOTH.—Business ca been 
holding up well, and jobbers are an- 
ticipating an increase in demand soon. 


We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.65 per 100 sq. ft.; 
12-mesh opal, $2 per 100 sq. ft.; 14- 
mesh opal, $2.40 per 100 sq. ft.; 
bronze in 100 ft. rolls, $5.35 per 100 
sq. ft.; bronze in 50 ft. rolls, $5.40 per 
100 sq. ft. 


WATER COOLERS.—While it is a 
little early to sell this item in con- 
siderable quantities, bookings to date 
have been about normal for this time 
of the year. 


We quote from Cincinnati jobbers’ 
stocks; 2-gal. cooler, $1.80 each; 3- 
gal. cooler, $2.05 each; 4-gal. cooler, 
$2.40 each; 6-gal. cooler, $2.90 each; 
S-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each; Twentieth Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each; Twentieth 
Century cooler with bottle and stand, 
No. «500 in mahogany finish, $13.75 
each; Twentieth Century cooler with 
bottle, No. 50 in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand, No. 500 in white 
finish, $14.50 each. 


Coming Hardware Conventions 


SOUTHEASTERN RETAIL HARDWARE 
com- 
posed of ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND Ex- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Windsor Hotel, head- 
quarters for Alabama, Georgia and 
Tennessee Associations, and Carling 
Hotel, headquarters for the Florida 
Association. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 

TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
17, 18, 19, 1928. Dan Scoates, secre- 
tary, College Station. 

VIRGINIA RETAIL HARDWARE ASSO- 
CIATION will hold a joint convention 
with the Carolinas Association at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier. Thomas 
B. Howell, secretary, 301 E. Grace 
Street, Richmond. 
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New Doorway Ideas 
for new or old buildings 


FoldeR-Way partition door hardware is 
as much of an improvement over ordi- 
nary folding and sliding door equipment 
as the washing machine is an improve- 
ment over old-fashioned tubs and scrub- 


That is why architects and builders 
consult Richards-Wilcox about all door- 
way problems. For FoldeR-Way hard- 
ware brings partition door principles 
nearer to perfection than any structural 


Lodge rooms, churches, hotels, schools 
Y.M.C.A.’s—wherever people gather in 
large or’small groups—entire walls can 
now be folded away out of sight noise- 
lessly and with a minimum of effort. 
There is no sagging, sticking or rattling. 
Their performance fs almost automatic. 
FoldeR-Way hardware meets all modern 


Write us for full information, and do 
not hesitate to ask Richards-Wilcox 
experts to help you solve your doorway 
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Largest and most complete line of door hardware made 
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Spring Lines Active in Pittsburgh 
District—Prices Remain Unchanged 


satisfied with hardware business. 


(Pittsburgh office of HARDWARE AGE) 


Spring lines are not yet 


iz is hard to find either a retailer or a jobber that is entirely 


showing the snappy movement that probably will a little later 
on when consumption feels the impetus of open weather, while there 


is only a fill in demand for items seasonal to the winter. 


It is a 


typical between seasons period, with the retailers trying to interest 
buyers by window displays of those articles that soon will be wanted, 


such as house cleaning supplies. 


that the displays are not yet productive of much business. 


It is the common report, however, 


In the 


case of the things needed for the spring house cleaning, the sugges- 
tion is counterbalanced by the fact that it is still too cool to let the 
heating plants go out, and while they are in blast the house clean- 
ing job is futile for the dust created by the fires. 

No important price changes are reported in hardware items, but 
as the steel and iron market has a considerable bearing on a good 
many articles, it is of interest to note that after several weeks of 
weakness bordering on demoralization in some products, that market 
lately has begun to develop some strength. Materially higher prices 
have been announced on strip steel and for second quarter shipments 


sheet makers want an advance of $2 a ton over recent prices. 


The 


makers of the heavier steel products, while not able yet to get more 


money, have firmer ideas as to prices. 


The pig iron market is re- 


sponding in price to a heavier demand inspired by the fact that 
there is no longer much doubt that there will be a strike of the union 
coal miners on April 1, and while the loss of union coal production 
in itself would have no bad effect, most people seem to fear an in- 
terruption of non-union production in the effort of the union leaders 
to swing the situation in the union fields in their favor. 


AUTOMOBILE ACCESSORIES.—The 
Moto Meter Co. has its new self- 
adjusting spark plug on the market. 
Temperature acts on a bimetal, caus- 
ing expansion and contraction, insuring 
the right sort of a spark for either 
starting or running. Jobbers quote: 


Ford size, 50c. each for lots of 1 
to 99, and 47c. for lots of 100 or more; 
regular size, 62c. each for lots of 1 
to 99, and 58c. for lots of 100 or more; 
bus and truck sizes, 69c. for lots of 
1 to 99, and 65c. for lots of 100 or 
more, 


BATTERIES.—Demand for dry cell 
batteries still is steady and strong, 
with no change in prices. Jobbers 
quote: 
Broken Unit 
Pa en s Packages 
i CEE censnanie $0.97 
a, Ue sescecene™ 388 3.33 
ee 6° Pyesenere 1.22 1.14 
a  sadenneune 1.22 1.14 
a. i <wuphieas 1.40 1.30 
a, ‘MT. oscascouus 2.62 2.44 
a, Be veceeaseee 2.62 2.44 
i ME woudwcunah 3.40 3.17 
No. 4 Mme wean .42 .39 
4, ae 40 35% 


ee 

No. 6 dry cells, ignition type unit 
packages, 32%c. each. 

eo —No. 935, 9%4c. each; 


, 9%c.; No. 790, 18%c.; No. 708, 
28c.; No. "750, 18'%4c.: No. 751, 25c. 
Hot Shot.—No. 1461, $1.67: No. 


1662, $2.37. 
BOLTS, NUTS AND RIVETS.—The 
trade waits with interest a new price 
list on bolts and nuts, which will be 
issued this week. Prices are to be on 
a piece basis for both products, and 








each size will call for the same price 
regardless of the quantity, while a 
common discount of 70 per cent applies, 
instead of a variety of discounts for 
the different types and sizes. Large 
bolts and nuts will be slightly higher, 
as cost studies have disclosed that they 
have been selling too low in relation 
to costs, while cuts are made in the 
smaller sizes, which have been found 
to be a little too high. Rivets are not 
included in the revision, as there is a 
situation in that product which has 
made impossible a revision such as has 
been completed in bolts and nuts. Job- 
bers report a good steady demand for 
bolts, nuts and rivets. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list: all sizes cut threads, 
45 per cent off list: stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list: nuts, hot 
+ i a ayeare, tapped in 3-lb. boxes, 


eins $16 per 100; 5/16-in., $14; %- 
$1 1; -in., -in., $10: ¥, -in., 
38: %-in., 7.50: rivets, small wagon 


and tinners, 60 per cent off list 
BUILDERS’ HARDWARE.—The strike 
of the building trades here is break- 
ing up and contractors have not been 
obliged to meet the demands for higher 
wages. Current business in builders’ 
hardware is moderate, but the prospect 





is good, with the Pittsburgh Pennsy]l- 
vania Hotel project again alive. Be- 
side an 1100-room hotel, a portion of 
the site will be utilized for an office 
building. All competitive lock sets are 
embraced by .an advance of 20 to 25 
per cent, recently announced by lead- 
ing manufacturers. It seems that 
former prices were ruinously low, based 
on costs. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $17 “y 100 pair; 
$34 el in. x 3% in., $17.50; 4 in. x 4 in., 


Hinges.—Heavy strap, 6-in., $1.47 
per doz.; 8- 7 $2.47; 10-in., ; 


extra heavy 6-in., 

8-in., $3. 18> 10. -in. $4.48; ‘light. ‘sien, > 
with screws, packed one pair in a 
box, 3-in., $9.27 per 100 pair; 4-in., 
$11.20: light . 3. in., $10.67 per 100 
pair; 4-in., $12.60. 

Hasps. —Hinge, without screws, sin- 
gle dozen lots, 3-in., 64c. per doz.; 
4%-in., 76c.; 6-in., $1; safety, 3-in., 
aie. per doz. : 414- -in., $1.14; 6-in., 


in’ "so 20 Sets. tae hinges, 10- 
0 per se 
CARPET SWEEPERS,—Steady de- 
mand for sweepers is reported here. 
Jobbers quote: 


Bissell’s Grand Rapids, japanned 
trim, $44 per doz.; nickel-plated trim, 
$48; Universal, $42: 
Junior, $36; Little Gem, 
sweepers, $24 per doz. 


DOG MUZZLES.—The demand con- 
tinues heavy to meet the quarantine 
regulations, and the trouble is not to 
sell, but to get supplies. Under the law 
unmuzzled dogs, except under leash, 
can be shot. Jobbers quote: 


Leather adjustable, %-in., $2.50 per 
doz.; %-in., 4350" 


FERTILIZERS.—Good demand _  con- 
tinues for fertilizers put up in small 


standard, $36; 
$4; Sterling 


packages. Jobbers quote: 
Old Gardner, 1-lIb. cans, $2.05. per 
doz.; 5-lb. pails, 45c. each; 10-lb. 


buckets, 70c. each. 

FORKS AND RAKES.—Movement to 
retailers in preparation for spring de- 
mands is good. Jobbers quote 14-tooth, 
bowed garden rakes at $9 per dozen 
and spading forks from $10.80 to $21 
per dozen. 

GALVANIZED WARE.—Jobbers here 
report a good business in this line. 
They quote: 


Washtubs.—With wringer attach- 
ment, No. 22, $8.50 per doz.; No. 23, 
$10; without ee °Y attachments, 
No. 2, $7.75; No. 3, 

Pails.— Water, 12 qt., $2.65 per doz.: 
14 qt., $3; fire, 12 qat., 4; cement, 14 


, $4.20; 12 at., 
$8: well buckets, 10 qt., $4.50. 
Refrigerator Pans. —No. a $4.50 per 
doz.; No. 3, No. 4, $7.5 
Garbage Cans. —Cans Ls lids, Se- 
curity, No. 1, $3 each; No. 2, $3.50; 


No. 3, $4; Hercules, No. 171, $3; No. 
181, $3.25; No. 191, $3.60. 
HOUSE-CLEANING SUPPLIES.— 


There is some interest in these items, 
but actual sales wait on the blowing 
out of furnaces and heaters and the 
dust they create. Jobbers quote: 


Mops.—O-Cedar, 3344 per cent off 
list; Star cotton, 20-o0z., $7 per doz 
24-o0z., $8.40; 30-o0z., $10. '80. 
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‘Jangible 


Keasons 


why the Grebe Synchro- 
phase Radio Sells Quickly 
and Stays Sold— 


One Dial Control 
Colortone 
Binocular Coils 
S-L-F Condensers 
Sound Construction 
Minimum Servicing 


Booklet HA explains fully. 
Send for it. 


A. H. Grebe & Co., Inc. 


; 109 West 57th Street New York City 
x Factory: Richmond Hill, N. Y. 
Western Branch: 443 So. San Pedro St., Los Angeles, Cal. 


TN The oldest exclusive radio manufacturer 


—= (7nchrophase 








The Synchrophase 
is also supplied in 


five console models. 
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Chamois ete —— x 14 in., $3.50 
per doz.; 13 x 17 , $6; 14 x 18 in., 
$7.50; 15 x 20, $9.2 20, 

Waxes. —Johnson 
cans, 85c.; -] 


paste wax, 1-lb. 
cans, $1.70; 4-Ilb. 


HARDWARE AGE 


Auto- Vacuum Freezers. — No. : 
o.oo net; No. 2, $4 net; No. 3, $5. 33 
net, and No. 4, $6.67 net. These net 


prices to dealers show a discount of 
331% per cent off list. 


March 17, 1927 


demand continues for roller skates, 
which jobbers quote: 


Roller Skates.— Union Hardware 





Co. line, No. 2, 70c. per pair; No. 3, 
75 05; No. 6, 


cans, $3; 8-Ib. cans. $6; Old English, Acme Freezers.—Bright galvanized, 75c.; No. 10, 1.05; $1.55; 
l-lb. cans, 85c.; 2-lb. cans, $1.70; tapered, 2-qt., $8 per doz.: same 


4-lb. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40; Old Eng- 
lish, pints, 75c.; quarts, $1.40. Deal- 
ers’ discount, 33% per cent. 


Sponges.—According to size and | 


doz.; 4-qt. size, 


| size, 
| 
| $18 per doz.: 


enameled, 


enameled-galvanized, $10 per 
enameled-galvanized, 
and l1-qt. size, 
$4.80 per doz. 
net prices to dealers. 


Winslow line, No. 38%, $1. 50; No. 38, 
$1.60. 





SASH CORD.—This line is doing well, 
as usual at this time of year. 
| Pittsburgh jobbers quote Pelham 


Junior 
These are 








quality, $2 to $9 per doz. Arctic Freezers.—i-qt., $4; 2-qt., : a 
—_ ~~ (itw and- | $4.60; 3-qt., $5.55: 4-qt., $6.80: 6-at., | at 40c, per Ib., Eddystone 52c. and 
Climax. eo ee Perfection | $8.60: 8-at $11.16; 10-at., $14.80; 12- ee vr 
paint cleaner, $3 per dos. Te Paces Miebbeks quote Mieaces | WIRE PRODUCTS.—Jobbers’ sales of 
wie Eee mer ft cae, — eo ny | discount of 50 per cent off this list. nails and other common wire products 
> ae - wctincan , se TING , : r ropor- 
tric, $42 gp BE ne eng cont | PAINTING SUPPLIES.—Business at tion a Me soll ae oneal 
of 25 per cent te retailer: hand, $3.75 | last has begun to feel the approach of | '0"®: y P 
£4 oot Reef Sn gla : with the advent of permanently open 
each; Old English, $2.60 each. . | Spring. Turpentine has lost some of weather 
ace areet le 1g — Justrite, $1.10 | its recent advance, but other items are a cities pecaceianita: allied 
ICE CREAM FREEZERS.—This line %4°ted at former prices. stocks: 7 
7 : , : ied Prices to retailers: Ready mixed Fence Wire 
is doing fairly well in shipments on | paints, best grades, $2.85 per gal- (Per 100 Ib.) Annealed Galvanized 
advance orders. | +e lower er a en ee No. 6 to 9 gage...... 3.08 = 
rs’ ations etailers 2c. per Ib. in 100-1b lots; per a 5 Lon seddenee 05 
rH - wii aces cent less in lots of 500 Ib. or more Se ) errr S 3.10 3.55 
fa ; 7 — and extra 4 per cent less in lots of a OE A eer rey 3.15 3.65 
Alaska Freezers.—1 qt., $2.95 each; ton or more; turpentine, 86c. per gal. ER as sep a'ealisin 3.25 3.80 
2-qt., $3.45 each; 3-qt., $4.10 each; 4- | in barrel lots; raw linseed oil, 12.1c. Gee UCR eS 3.35 4.00 
qt., $5 each; 6-qt., $6, 30 each; 8-qt., | per Ib. in barrel lots. ERI oe SRM 3.55 4.25 
$8.20 each; 10- qt., $10.7 15 each; oe No 16 3°75 4.45 
$14 each: 15-c 17 each, and 20-at., . re  _ Peorrerrrere rrr. t ; 
$21.50 each, I, $17 each, a list te POULTRY NETTING.—Steady move- Barbed wire (per 80-rod spool): 
which are subject to a dealer's dis- ment is noted to retailers. Jobbers oo = ee $3 oe 
) 2 r ce . . ~ 2-po a. Shégeceteseeedessenese 
_— “ = won ee mustinal quote galvanized netting at 50, 10 and i-peint SED cana teas Cowiee it 3/20 
r r "one: ‘vce *?* | . . 
$3.95 e <a ior. Toe Guan: Sat. (10 per cent off list before, and 50 and Bes a ea oe ¥ 
£ 5.7 ¥: *h; Ra i | ‘ ° . . «* “ > Ua s oes ennee . 
ao St ae a” A aptly pee oy 10-at. 10 dau cent off list after Wenv Es for Field Wovern Wire Fence (per 100 
$12.50 each. These are list prices | Ordinary lots. rods) : . 
which are subject to a dealer's dis- | . . DEE 666 eecienbede esenntevesn $39.00 
count of 20 and 10 per cent. POULTRY SUPPLIES.—Poultry rais- EE ac cnwavdwés wesc ese cunus'es 54.75 
ls : : : SEE sce uc wala heehee winaenn waren 27.10 
White vegat, $6.75" each: —2-qt., ing supplies still are selling well, al- ee Se 26 15 
$5.60 each qt is each: 4- -qt., ac : [or idee). be cee ago 25.00 
$8.25 each: €-qt., $10.45 each; S-qt, | tough not as activey as earlier in| Oe III as 
$13.50 each, and 10-at., $18 each. the season. Jobbers quote: ih 
These are list prices and are subject . . . , ry: 
to a dealer’s discount of 50 per cent. | F oceatees. ree a » 4 wag rt Ne. sr sexdebuessenneens See ary + 
Blizzard. —i-qt., $4.65 cach: 2-at, | — No. 5, $74.90; No. 14 E, $11.55; No. 16 Me mae... aie 
$5.50; 3-qt., $6.50; 4-qt., $8; 6-qt., $10; | E, $19.25; No. 17 E, $25.73; brooders, Steel Fence Posts: Galvanized tu- 
S-qt., $13; 10-qt., $17; subject to a portable, No. 20, $8.23 each: No. 21, bular. 
discount of 55 and 7% per cent. | $10.85; No. 22, $13.30; blue flame, No. DU hed cdeneeudevevasanoch ta 50c, each 
Lightning.—1-qt., $4.65, and 2-at., | 80, $14; No. 81, $15.75; -_ burning, 6 ft. adi dot nua aieeein 55c. each 
$5.50; 3-qt., $6.50; 4-qt., $8: 6-qt., $10: No, 117, $15.05; No. 118, $18. Oe 8 Fe 65c. each 
S-qt., $13; 10-qt., $17; 12-qt., $21; sub- , : Bri ht nail ase, r keg, $2.85- 
ey Send of so ROLLER SK ATES.—Seasonally ott ae ee ee eee 


ject to a discount of 55 per cent. 





Action Display Helps Rifle Sales 


NOQODS properly displayed are half sold. Action— 
+ a man shooting a rifle at a target in a store win- 
dow, such as shown below, arranged by the Crosman 
Arms Co., Rochester, N. Y., brought many curious pros- 
pects to view it, and resulted in the sale of many rifles 





Attractive window display at Scrantom’s, Rochester, N. Y. 


during the three days the display was held in Scrantom’s, 
a leading Rochester store. 

The display is built around the regular gun display 
racks and target gun holders which this firm furnishes 


to dealers. Special cards featuring selling points of the 
particular type of rifles were prepared by the store’s 
display manager. <A display of the gun stock and barrel 
was arranged to show the walnut stock of the gun and 
the tully rifled barrel. 

The marksman appeared in the window for two hours 
each noon and again at 4.30 in the afternoon. The ping 
of bullets and the accuracy of the gun never failed to 
attract the eye of even the most casual passer-by. 





51 Per Cent Increase in Electricity 
Consumption 


URING the five-year period 1920-25, there was a 51 

per cent increased consumption of electricity in 
the United States, says a report by the U. S. Geological 
Survey. In some States increase ranged higher than 85 
per cent. 

In actual increase, the Middle Atlantic States led with 
5,950,000,000 kilowatt hours. The increased production 
in all States aggregated 22,315,000,000 kilowatt hours. 

The percentage increased by sections were as follows: 

New England, 42; Middle Atlantic, 48; East North 
Central, 58; West North Central, 54; South Atlantic, 
58; East South Central, 78; West South Central, 79; 
Mountain, 21; and Pacific, 58. 


Reading matter continued on page 74 
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For Full Particulars Fill 
Out and Mail This Coupon 


Or Write to Dept. 501 
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UNPAINTED 
FURNITURE 
NOVELTIES 


The demand for furniture novelties is grow- 





ing by leaps and bounds. Thousands upon 
thousands will buy these artistic pieces in 
the white and do their own decorating. Be 
the first in your locality to reap the benefit of 
this demand. (Get your share of the profits 
on this class of merchandise—and at the 
same time sell more paint, brushes and ac- 


cessories. 


What Others Can Do- 
You Can Too! 


A Complete 
Assortment of 
DECALCOMANIAS 
(Transfers) at’ 
the Lowest 
Prices on the 


Market 








Peyton Wood Products Co., Dept. 501 
Blackhawk and Branch Sts., Chicago, Il. 
Gentlemen : 


Please send full information regarding 
your line of Unpainted Furniture Novelties. 


_ mm or 


> 


Name 





Address 





City - State 


Hardware Store [_) Paint Store [] 
1 H.A. 
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HARDWARE AGE 


Staple Lines Resume Activity— 


(,oods 


Spring 


in New York Hardware Market 


OBBERS in the New York wholesale hardware market are al- 
most unanimous in reporting a decided improvement in the vol- 
Sales of staple lines are reaching 


ume of current business. 
more satisfying proportions. 


Moving Freely 


March 17, 1927 


per cent; Iron Blued, Round Head, 
721% per cent; Brass, Flat Head, 72% 
per cent; Brass, Round and Oval 
Head, 70 per cent. 

These discounts apply to revised 
list of June 24, 1 

EXTRAS—20-10- io. 10-5 per cent. 


Active Demand Continues for 
Spring Garden Equipment 
Active demand for spring garden 

tools and equipment continues in the 

metropolitan wholesale hardware mar- 
ket. Stocks appear to be adequate and 
prices, as a whole, are uniform. 


An improving seasonal activity in spring lines is also announced. 
Retailers’ business throughout the territory evidently is improving 
with more clement weather, and jobbers’ salesmen are receiving 


sizable orders for spring goods, 


deliveries. 


both for immediate and future 


Some manufacturers, it is said, have again withdrawn prices on 
a number of items in the builders’ hardware line and it is pre- 
dicted that another advance of approximately 20 per cent will be 


announced shortly. 


Manufacturers have advanced the prices on 


sash cord two cents per pound and orders are now being booked at 


the new figures. 


Collections and credits are reported generally good. 


Further Decreases Reported 
on Linseed Oil Products 


Current prices to the trade on linseed 
oil are: Linseed oil, in lots of less than 
five barrels, 11.3c. per lb.; in lots of five 
barrels or more, 10.9c. per lb.; and Cal- 
cutta linseed oil in barrels continues at 
the former published figure of 15.7c. 
per lb. 

Boiled oil is 4/10c. extra per lb., while 
double boiled oil is 5/10c. extra per lb. 
Oil in half-barrel lots is 7/10c. per Ib. 
additional. 


Manila Rope Active 


As announced in this column a week 
ago, an advance of %c. on manila rope 
has been put into effect. Sisal prices 
are unchanged. Prices to retailers, 
f.o.b. New York City, for the March- 
April period, are: Manila, first grade, 
25¢c.; second grade, 23c.; third grade, 
21c. 


Demand for Lawn Rollers 


Continues to Increase 


New York wholesalers report an in- 
creasing call for water weight lawn 
rollers. Stocks are adequate and 
prices show no changes. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.0O.B. NEW YORK: 

Waterweights lawn rollers, No 
$9 each; No. 4, $10.70 each: No. 


$13.35 each; No. 7, $15.35 e ach: No 
9, $17.35 each. 


S StHS 


Slower Demand for Lawn 


Fence and Ornamental Gates 


The immediate demand for lawn 
fence and ornamental gates has shown 
a slight decline within the past ten 
days, according to factors in the metro- 
politan wholesale market. Orders for 
future delivery continue to come in. 
Most jobbers report adequate stocks 
and prices are firm. 


———$___ 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Flower Bed Guards.—16 in., $8.18 
per roll; 22 in., $9.66 per roll. (165 
ft.) 





Lawn Fence.—Single, 36 in., $11.88 
per roll; 42 in., $13.37 per roll; 48 in., 
$14.85 per roll. (165 ft.) 

Lawn Fence.—Double, 36 in., $16.34 
per roll; 42 in., $17.82 per roll: 48 in., 
$20.80 per roll. (165 ft.) 


Ornamental Gates.— 


Single Opening Each Net 
36 in. 3 ft. $3.00 
42 in. 3 ft. 3.12 
48 in. 3 ft. 3.24 
36 in. 314 ft. 3.12 
42 in. 31, ft. 3.24 
48 in. 3% ft. 3.40 

Double Opening Each Net 
36 in. 8 ft, $6.95 
42 in. 8 ft. 7.10 
48 in. 8 ft. 7.20 
36 in. 10 ft. 8.15 
42 in. 10 ft. 8.30 
48 in. 10 ft. 8.40 


Demand Improves for Wire 


Cloth in New York Area 


A slight improvement in the demand 
for wire cloth has been noted during 
the past week. Adequate stocks are on 
hand but prices continue to vary some- 


what. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Wire Cloth.—Black, 12 mesh, $1.89 
to $1.85 per 100 sq. ft.: galvanized, 14 
mesh, $2.45 per 100 sq. ft.: copper, 
14 mesh, $4.80 to $4.90 per 100 sq. ft.: 
16 mesh, $5.30 per 100 sq. ft.: golden 
bronze, 14 mesh, $5.35 to $5.40 per 
100 sq. ft.; 16 mesh, $5.80 to $5.85 
per 100 sq. ft.: dark bronze, 14 mesh, 
$5.50 to $5.55 per 100 sq. ft.; 16 mesh, 
$5.95 to $6 per 100 sq. ft. 

Poultry Netting.—From store. 59 
and 5 off list of Sept. 18, 1926; from 
factory, 57% off same list. 


Prices Continue Steady on 


Wood Screws in N. Y. 


A light call is reported for screws in 
the New York wholesale hardware mar- 
ket. Ample stocks are reported on hand 
and prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Discounts on wood screws: Iron 
Bright, Flat Head, 75 per cent: Iron 
Bright, Round and Oval Head, 721% 


Reading matter continued on page 76 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Garden Hoes 


Black finish, 7 in. steel blade, solid 
shank, 4% ft. ash handle, 49c. each. 
Same with 6 in. blade, bronze finish, 
80%ec. each; and with 7 in. blade, 
bronze finish, 81%c. each. 

Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 91%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 0c. 
each. 

Onion hoe, square top, polished 
forged steel blade, 7x 1% in. bronze 
finish, 4% ft. handle, 80c. to 88c. 
each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 95c. to $1.13 
each. Secuffle type hoes, 89c. each. 


Mortar Hoes 


Polished forged. steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.15 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.15 each. 

Mortar hoes are packed 12 in a 


bundle. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 45%c. each; with 14 
teeth, 50c. each; with 16 teeth, 54 lec. 
each. 

Medium bronze  (ffinish, straight 
teeth, 5% ft. ash handle, 12 teeth, 
75%ec. each: 14 teeth, polished, 82c. 
each. 16 teeth, 86%4c. each. 

Steel bow rakes, curved teeth, pol- 
ishe@*bronze head, 5% ft. ash handle, 
16 —_ $1.07% each; with 14 teeth, 
$1 each 
Rakes packed 6 in a bundle. 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
sacket, enamel finish, 4 ft., ash han- 
dies, 59c. each: same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 84%4c. each. 

Packed 6 in a bundle. 


_ Potato Hooks 


Solid stéel, goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.01 each. Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c. each. 

These are packed 12 in a bundle. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.53%4 each. 
Same, 5-12% in. tines, $1.86% each. 

Strapped ferrules, steel capped, 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in. tines, $1.34 each. Same with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
die, with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrule, selected ash han- 


. dles, bronzed and polished, 3 oval 12 


in. drop forged tines, with 5 ft. bent 
handle, $1.13% each and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundi> lots. 
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Times Have Changed 


IMES have changed! The Wayside Inn of 1927 does 

not stable horses for the night or serve seven-course 

meals cooked in fireplaces or on great coal ranges. 
Fifty miles an hour, gas, oil, hot dogs and hotter coffee 
make up the program of Today’s traveller. 


Speed—that’s what we all demand in 
everything we do—work or play. And 
any appliance or device that permits us 
to crowd more work or play into a given 
space of time meets with universal 
approval. 


**Speed’’ is one of the outstanding feat- 
ures of the Lorain High Speed Oil Burner. 
It lights at a touch of a match. It 
generates an intense heat quickly. Its 
clear-blue, clean flame comes in direct 
and wide-spread contact with the cook- 
ing utensil. 


The Lorain Burner is so simply designed 
that any woman can take it completely 
apart and put it together again within a 
very short space of time. 


The wick can’t be turned too high 
because a patented wick-stop prevents. 
No further wick-adjustment is required 
after lighting. 


The inner combustion tube of the Lorain 
Burner is guaranteed for ten years. No 


GUARANTEE 


Should the inner com- 
bustion tube of the 
Lorain High Speed Oil 
Burner burn out within 
10 years from date of 
purchase, replacement 
will be made entirely 
free of charge. 






























AMERICAN STOVE COMPANY 
ST. LOUIS, MO. 





other part of the Lorain Burner comes in 
direct contact with the intense heat. 


The specially woven Lorain Wick gives 
more burning hours than any other wick 
and can be replaced quickly and easily— 
no tools required. 


Each of the five famous makes of Oil 
Cook Stoves that are equipped with the 
Lorain High Speed Burner is built in 
all popular sizes and models. 


They’re handsome stoves, too, strong 
and durable. Your trade will ‘‘take to 
them’’ quickly and you’ll not find your- 
self ‘‘out of pocket’’ by having to render 
a free repair-service to keep buyers 
satisfied. 


A few samples of Lorain Oil Cook Stoves 
on your floor will attract buyers’ atten- 
tion. Demonstrations will make the 
sales. Sales will bring additional orders. 
Write for catalogs, prices and any other 
information that you desire. 


Many famous makes of Oil 
Cook Stoves are now equip- 
ped with Lorain High Speed 
Oil Burners including: 


Direct Action 
New Process 
Quick Meal 
Clark Jewel 
Danégler 


3-27 
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The Household pe 
for Householg 


Among automobile owners— 
among all readers of advertising 
—Timken is indeed a household 
word. Universal public accept- 
ance of Timken engineering and 
economy advantages is being 
capitalized by the most success- 
ful makers and merchandisers 
of household utilities. 































Be able to say ‘‘ Timken- 
Equipped” and you create the 
strongest impression of endur- 
ance, power economy and free- 
dom from attention. Timkens 
are complete, simple, scientific 
protection against friction, speed 
and side-thrust. This is made 
possible only by the exclusive 
combination of Timken tapered 
design, Timken POSITIVELY 
ALIGNED ROLLS and Timken- 
made electric steel. 


THE TIMKEN ROLLER BEARING CO. 
>. 2 #2 2. FB .. °° & st © 


TIMKEN 


Taperea 
ROLLER BEARINGS 






























‘ 
Bye 





The H.E. Williamson \ ~ 
Co., San Francisco, 
manufacture the Do- 
mestic Extractor, a 
home laundry dryer. 
Timken Bearings carry 
the Rotator. 
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Warm Weather Stimulates Hardware Trade 
in Northwestern Territory—Prices Firm 


(Minneapolis office of HARDWARE AGE) 


HERE is little change in any way in the market conditions in 


the Northwest tributary to the Twin Cities. 


Warm weather 


and local showers have removed some of the blanket of ice 

and snow in this section of the country, and those whose interests 
lie out-of-doors are beginning to plan their opening labors. 

Jobbers are finding a fair business with small stock orders still 

out, but the greater movement will start with the opening of spring 


work. 
ordering out the spring stocks. 


It seems human habit to procrastinate, and that is done in 


Paint stocks are beginning to move from jobber to dealers, though 


even this movement is still slow. 


Collections are holding up well with those of a year ago. 


Prices 


all down the line are steady and apparently firm. 


AXES.—Sales are steady, with stocks 
well filled. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen tr 
eet bit base weight at $21.5 
Plumb’s a unhandled sin- 
gle bit, 50; double bit, 1 
handled, Bae bit, $19.50; double bit, 
$24.25 doz. net. 

AUTOMOBILE TIRES.—Retail  de- 
mand is improving. Dealers have their 
stocks in readiness for the sales which 


will start as soon as warmer weather 


brings the cars out of storage. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $3.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty rey 
$11.15; heavy duty oversize, $14.5 
balloon tires, 29 x 4.40, $9.65; 30 2 
$15.95; heavy duty, 32 x 6.20 
; tan tubes, 30 x 3%, $1.70; 32 
x 4, $2.60; 34 x 4%, $3.25; _balloon 
tubes, gray, 27 x 4. 40, $1.90; 29 x 
4:4@, $2.95; 30 x 5.25, $2.70: 30 x 6, 
$3.20; 32 x 6.20, $3.70 
BOLTS.—Demand is fair, with stocks 
well filled. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts, 45 
per cent; machine bolts, 50 per cent; 
stove bolts, 75 per cent: and lag 
screws, 55 per cent from lists. 


BUILDING PAPER.—Dealers are fill- 
ing their stocks for the construction 


demands. Prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
paper at $2.90 and tarred felt at 
$3.10 cwt., net. 

CHURNS.—Call is still light, with 
prices steady. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 
at 45 per cent from lists. 


EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS.—Call shows little. 
change so far, with prices holding | 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 1 00 ft.: 28 ga., 3-in.,- conductor 
pipe, $5.40 per 100 ft., and 3-in., con- 
ductor elbows, $1.73 per doz. net. 


FIELD FENCE.—Spring stocks are 
moving out slowly. Retail sales are 
low. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and 
bottom, 13 ga. intermediate, 26 in. 


fencing at $30.04 per 100 rods. 








| 


| 


| 





FILES.—Sales are steady, without 
much change for the past few weeks. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Sales show a 
steady demand, without any outstand- 
ing features. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8.00; 

o. 3, $9.25; heav tubs, No. 1, 
$12.60; No. 2, $13.80; No. 3, $15; 
Standard 10-qt. pails, $2.55; 12-qt., 
$2.90; 14-qt., $3.25; stock pails, 16- 
qt., $5, and 18-qt., $5.50 per doz. net. 


GLASS AND PUTTY.—tThe spring de- 
mand in a retail way has not started. 
Stocks are ample for present needs. 


Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 87 per cent 
double strength, 88 per cent, and 
ay pure ——_ in 50 Ib. drums at 
$4.85 cwt., net 


HAMMERS AND HATCHETS.—Deal- 
ers are getting ready for the sales of 
small tools when the building season 
opens. Prices are firm and unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No, FH- 
81, $12. Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40; 
No. ~ shingling, _ 50; No. 2 claw, 
$13.75 per doz. net 
HOSE.—Lawn hose 
starting forward to dealers. 
are unchanged. 
We quote from 


f.o.b. Twin Cities: 
i-ply, 13%4¢. re..2 


shipments are 
Prices 


jobbers’ stocks, 
Buil Dog, % in., 
Competition, % in., 


3. ply, 7%c. ft.; Good Luck, % in., 6- 
ply, 10c. | = Electric double braid, 
ae in., 4 50-ft. lengths coupled, 14\%c. 
t.. ne 


ICE CREAM FREEZERS.—Demand is 
' still light, with dealers keeping stocks 
just full enough to cover demands. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt. at 
$6.75 each, net, 


LAMPS AND LANTERNS.—Sales are 


steady, with no points of particular 


interest. Prices are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
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globe tubular lanterns, No. 2, $13 
doz. ; No. L327 Coleman lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7: No. C317, $7.40 
each, net. 
LAWN MOWERS.—Dealers are ac- 
cepting shipment of spring stocks. 
Prices are firm as last shown. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Philadelphia 
Styles A and C, 45 per cent; Style 
K, 40 per cent, Riverside ball-bear- 
ing 14-in., 90; 16-in., $8.15 and 


18-in., $8. 45 each, net. 


MILK CANS.—Retail stocks are light, 
with jobbers carrying the load at pres- 


ent in this line. Prices show no 
changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Railroad 5-gal. 

milk cans at $2.65 each, net. 
NAILS.—Call for nails remains light, 
awaiting the opening of the building 
season. Stocks are well filled, with 
sie4 bag 2 


= from jobbers’ stocks, 
A win Cities: Standard wire 
nails at $3.15 per keg, base, and 
cement coated wire nails in 100-lb. 
kegs at $3.15 per keg, base. 


OIL HEATERS.—Call is fair, with 
dealers anticipating better business in 
the next few weeks. Prices have not. 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect 
No. 12, a" 15, 


oil heaters, . 
.0 No. 016, 8.25; No. 0190, 


$ 
$10. 50: No. 151, $7.50: No. 0161, $8.75; 
No, 0191, $1 1.00: No. 505 Giant, $11.25; 
No. 605, $12.75 each, with discount in 
quantities less than ten, 30 per cent; 
ten or more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—Spring 
shipments are moving out slowly to 
the dealers. Retail sales are still light, 
with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1 gal. cans, 
and white lead in 100 lb. containers 
at $12.64 cwt., net. 


PUMPS.—Demand is quiet at present. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 


6-in. stroke, $6.85; adjustable stroke, 
$7.50: No. 495 underground discharge 
windmill force, adjustable _ stroke, 
$14.35: No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14. 25: No. 182 hand 


lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 
REGISTERS.—Call is steady and 


fairly good. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 
ROPE.—Sales are fair, with stocks well 
filled. Prices are firm as last quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c. Ib., base, and best grade 
sisal rope at 18¢. lb. base. 


SANDPAPER.—Demand shows signs 


of improvement, with stocks well 
filled. Prices have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, $4.70 per ream, and gar- 
net No. 1, $16.75 per ream. 
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Why 


1500 


New Buyers 
jt 
our tools 
















~~ 


consists 


hatchets, 
Boy Scout axes, men’s 
axes, camp axes, pitch- 
ing horse shoes, malle- 
able iron washers, tool 


forged steel specialties. 
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in 1926 


A hardware store should 
sell high-priced me- 
chanics’ tools and mod- 
erate priced tools for 
householders, farmers, 
etc. 


We make the latter. 
Moderate priced tools 
for moderate priced 
buyers. We hit the 
bulk, the masses’ pocket 
book. This is a class of 
tools you should handle. 


Don’t buck chain-store 
methods which are eco- 
nomically sound.  In- 
crease volume by ar- 
ranging to meet the 
pocket books of buyers. 
The very fact that 1500 new 
buyers added our line in 
1926 shows how buyers are 


adapting themselves to the 
sales of times. 


Send for catalog—glad to 
mail it. 


Craftsman Tool 


Company 


Champaign Illinois 


The Craftsman line 


of hammers, 
house axes, 





kit assortments, ball 
pein hammers, en- 
gineer wrenches, auto 
wrenches, pliers and 








‘The 





lrafisman Pools 


Moderate Priced Tools for 
Moderate Priced Buyers 








Qualified 
Dealer 
In Your Town 


Supply the demand for the Genuine 
Armstrong Products which Armstrong 
advertising coupled with Armstrong 
Quality is helping retail dealers to get 
and to hold. 


For the past sixty years Genuine Arm- 
strong Stocks, Dies, Water, Gas and 
Steam Fitters’ Tools and Threading Ma- 
chines have given unfailing service and 
satisfaction to every mechanic. We in- 
tend that they always will. Keep stocked. 
Please order from your Jobber instead 
of sending to us. 











ee MF - = 


Our Only Addresses 
Main Office and Factory 


BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 













MCTRONG’ 


AR RM ES , WATER.GAS “"> STEAM FITTERS’ 
TOOLS AND THREADING MACHINES 
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SCREEN DOORS AND WINDOWS.— 
Dealers are beginning to fill in their 
stocks in readiness for the opening of 
the season. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
screen doors, $1.58: and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz., net. 


SCREWS.—Sales are steady, with no 
high spots. Stocks are well assorted 
and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 
from lists. 


SCYTHE SNATHS.—Dealers are plac- 
ing their orders for spring require- 
ment. Prices are steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths, 
$13.20 doz., net. 


SOLDER.—Sales show a steady call, 


HARDWARE AGE 


which is due to increase presently. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 44%c., and strict- 


ly half and half solder, 43%c. Ib., 
net, in 100-lb. lots. 
STEEL SHEETS.—Demand is fair, 


with stocks well filled. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.15 cwt., base (24 ga.) 
and black steel sheets, $4.30 cwt., 
base (24 ga.) 

WHEELBARROWS.—Some contractors 
are putting their equipment in order 
and making their orders up for this 
line. Dealers are showing’ activity also. 


We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Queen “B,”’’ fully 


bolted barrel type tray wheelbar- 
rows, $40.00; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33; 


No. 1 garden, $4.00 and No. 1G Amer- 
. jean garden, $6.25 each, net. 








WIRE.—Retail call is light, but deal- 
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ers are filling in their stocks. Prices 
are unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Painted cattle wire 
at $2.93 per 80-rod spool; painted hog 
wire at $3.13 per 80-rod spool; gal- 
vanized cattle wire at $3.13 per 80- 
rod spool; galvanized hog wire at 
$3.34 per 80-rod spool; smooth black 
wire, No. 9, $3.15 cwt., and galvanized 
smooth wire at $3.60 cwt., net. 


WIRE CLOTH.—Shipments of wire 
cloth are going to the dealers in fair 
volume. Stocks are being put into 
shape for the opening of spring trade. 
Prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12x12 mesh, $1.70 and Alu- 
mina, 12x12 mesh, $2.10 per 100 ft., 


net, base. 
WRENCHES.—Sales are fair, with 


stocks well assorted. Prices have not 
changed. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; Coes’ 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 








Mild Weather Increases Hardware Sales in Chicago Territory 


ROLLER SKATES.—The demand con- 
tinues to be very heavy and jobbers’ 
stocks are showing large shortages. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union boys’, $1.40 pair; 
Union girls’, $1.50 pair; Chicago boys’, 
$1.30 pair; Chicago girls’, $1.40 pair; 
rubber-tired skates, boys’, $2.65 pair; 
rubber-tired skates, girls’, $2.75 pair. 


ROPE.—Manila rope sales are good 
the recently advanced prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, standard 
brands, 23%c. to 26c. per Ib.; No. 2 
manila, 22%c. per Ib.; No. 1 sisal, 
15%c, to lic. per lb.; No. 2 sisal, 
14%c. to 16c. per Ib. 


SASH CORD.—Manufacturers have 
announced an advance of 2c. per pound 
and jobbers’ prices can be expected to 
follow suit very shortly. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7, standard 
brands, $6.95 per doz. hanks; No. 8, 
$7.90 per doz. hanks. 


SASH PULLEYS.—tThere is a gradu- 
ally increasing demand. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.: barrels, 54c, doz.; Common- 


at 


sense, 2 in., 60c. doz.; barrels, 54c. 
doz.: No. 10, 46c. doz.; barrels, 42c. 
doz. 

SCREEN DOORS AND WINDOW 


SCREENS.—Early orders are moder- 


(Continued from page 63) 


ate, but at this season’s favorable 
prices, an increase in the later volume 
is expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors: No. 266, 
2-8 x 6-8, $18.15 doz.; No, 296, 2-8 x 
6-8, $22.50 doz.;: No, 311, 2-8 x 6-8, 
$27.20 doz. Window screens. No. 
1833, $4.05 doz.; No. 2433, $4.75 doz. 

SCREWS.—Prices are more _ steady 
than for several months and sales are 
fully up to recent normal records. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent; round 
head blued, 72%4-20-10-10 per cent: 
flat head brass, 72%-20-10-10 per 
cent; round head brass, 70-10-10-10 
per cent. 


SOLDER AND BABBITT.—There is a 
normal but cautious demand, and prices 
still hover around the high level main- 
tained for many months by the tin 
market especially. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: Warranted 58-50 sol- 
der, $45 per 100 lb.; medium, 45-55 
solder, $44 per 100 Ib.; tinners’ 40-60 
solder, $43 per 100 Ib.; high speed 
babbitt metal, $20 per Ib.; stand- 
ard No. 4 babbitt metal, $14 per 100 Ib. 


STEEL SHEETS.—Prices are showing 
a little more firmness, while at this 
season sales always show an improve- 
ment. 








We quote from jobbers’ stocks, 


f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


WIRE PRODUCTS.—tThere is a better 
demand as the season advances. Prices 
are quite firm at the new basis of early 
February. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $2.90 per 100 lb.; No. 9 
ized plain wire, $3.40 per 100 Ib.; 
catch weight pees galvanized cattle 
or hog wire, $3.65 per spool; 80 rod 
spool of galvanized hog wire, $3.17 


per spool. Polished fence staples, 
$3.40 per 100 Ib. 


WRENCHES.—Some makers of Still- 
son pattern wrenches have announced 
an advance, but jobbers’ prices are still 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount. Coes 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount, 

Snap-on Wrenches.— Radio and 
electrical set, in metal cases, $2.75; 
No. 101i Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 
608 Crankcase Drain Plug Socket, 
$3.20; No. 900 Square Socket Set, 
$3.70; No. 1878 Giant ‘‘Snap-on”’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount, 





Marked Improvement Noted 
- in Tire Industry 


There has been a marked improvement 
in the automobile tire industry the last 
few weeks, according to reports from Ak- 
ron, Ohio, the center of this industry. 
Production schedules of most of the Ak- 
ron rubber companies are from 20 to 
30 per cent on the average above those 
in effect at this time last year. The tire 
production in the Akron district is much 
higher than it has been for several months. 
Estimates place the current production at 


between 135,000 and 140,000 casings and 
about 170,000 tubes per day. 
Manufacturers and dealers are more 
optimistic than they were early in the 
year, and the belief is prevalent that the 
tire industry, after a poor year in 1926, 
will keep up a large production through 
most of the current year. Dealers are re- 
ported to be ordering heavily in anticipa- 
tion of a big spring business. Prices of 
tires are at bottom levels, it is believed, 
and the recent upward tendency in the 
crude rubber and cotton markets has en- 
couraged buyers to replenish depleted 
stocks. Present prices are very low. 
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Indications of Increasing 


Northwest Business Evident 


While trade in general throughout the 
territory tributary to the Twin Cities 
has not been accelerated very much the 
past week, indications of better business 
are evident. These are seen in the inter- 
est of the dealers, while attending associa- 
tion conventions, and in the credit in- 
quiries. The latter indicates the placing 
of orders and inquiries by dealers, from 
all parts of the territory tributary to the 
Twin Cities. 
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A Business Builder for Dealers Sinee 184.1 


Coes Wrenches have always been popular. The user prefers them 
because they give him more service—the dealer, because they sell 
easier and faster. 


Mechanics, who understand what constitutes tool quality, are not the 
only buyers of the Coes products. The homeowner is fast becoming 
just as particylar about the quality of his tools as the man who uses 
them to make his living. Make this market yours by stocking the 
Coes. 


The wrench illustrated is the Coes Knife-Handle, made in sizes from 
6” to 21”. Your Jobber has them. 


COES WRENCH COMPANY 


“In business since 1841’ 




















Worcester Mass. 

Buye's a & Bee ee Gr we. 29 Murray Street, New York 

@talog Selling Agents John H. Graham & Co......... 113 Chambers Street, New York 

Fenwick Freres... _....8 Rue de Rocroy, Paris, France 

“Perfect 
MN Tir iii tit iit iii ttt ANITA 
> ee 99 
The Stick to “One Brand 
Customer 


MOULIN 


You’ve met his kind. He won't buy anything 
unless it has been tried and proved worthy. 


witli 


The watch he carries, the car he drives, the radio 


he owns, the saw he uses—all are made by com- NIKOLITE 
panies who assume full responsibility for depend- nami 
able service. BBE vousre pe 


Naturally he says: “Perfect Brand” when he wants 
Screen Wire Cloth with a known reputatton. 
Keep stocked on the standard sizes. 


Your Jobber does—he knows. 
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LUDLOW-SAYLOR WIRE CO. 


a wai St. Louis Missouri Scheie 
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Broken down—in his prime ! 


Poor fellow. He caved in before he hardly got | 

started. Couldn’t stand the gaff. 

Truck hospitals are full of these failures. And | 
they are costing truck users thousands of dollars. 

: The Anchor Truck has solved the problem. Made 
of steel throughout. Has no wood to splinter or 

break. Only a few parts—practically nothing to 

get out of order. 























Made in a wide variety of types and sizes. 
Your truck customers will welcome this Anchor 
Truck. Ask your jobber for complete information 
or write to us for Catalog 101. 





9 East 38th St., New York, N. Y. 


Branch Offices in Principal Cities 


NCHOR 
Af Steel 
THUCKS 


ANCHOR POST FENCE COMPANY ; 
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STRONG as steel _— LIGHT as wood. 


Things to Remember 





The Value of Time 

The Success of Perseverance 
The Pleasure of Working 
The Dignity of Simplicity 
The Worth of Character 
The Power of Kindness 
The Influence of Example 
The Obligation of Duty 
The Wisdom of Economy 
The Virtue of Patience 
The Improvement of Talent 
The Joy of Originating 











Men who have achieved greatly in this world 
have kept steadily before them fixed principles 
by which they were guided. When published 
these principles have always been found impres- 
sive and of universal usefulness and application. 
The above ‘““Twelve Things to Remember” were 
the guiding rule of the late Marshall Field. 




















Tools in Assortments Increase Sales 
Volume 


(Continued from page 43) 


the fact, showing the men what they had bought, etc 
or some time the men were apparently skeptical, but 
eventually they began to use the tools, and finding them 
to be of high grade quality, began to look into the matter 
and before long the tool and tool assortment sales of the 
Reno company took on a new life, to the surprise and 
gratification of Mr. Eaton, who had originally thought 
out the idea of selling assortments of tools to men. 

Of course, this method of selling can be overdone, 
and it is not our intention to convey in this article the 
idea that all tools can be sold in this manner. There are, 
however, a number of good tools that can be sold in 
assortments to householders ; to boys (who cannot at the 
moment afford a tool chest) ; to women, who use tools 
around the home, and occasionally to carpenters and 
mechanics as a special sale. 





Gasoline Alley Is Sprucing Up Its 
Cars 
(Continued from page 42) 


stocks would not and could not be carried for one indi- 
vidual service station, therefore some one dealer in town 
must be the clearing house for these profitable auto items 
and the hardware dealer with half of the mechanic’s 
needs in regular stock has half of the selling battle won 
before he starts. 

Officially spring begins in four days, but spring tour- 
ing has already been evident for two weeks. All the 
folks in gasoline alley are sprucing up their cars, paint- 
ing them, adding extras, repairing and generally getting 
ready for a long and happy season of comfortable tour- 
ing. There will be a tremendous market for replacement 
spark plugs, fan belts, piston rings, tires, tubes, mirrors, 
windshield wipers, jacks, pumps, tire locks, tire gages 
and the countless other auto necessities. NOW is a 
good time to prepare for this trade. 
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Your Job Is to Master Difficulties | 


OME merchants refer to them as difficulties. (thers. 


lump them together and call them “grief.” What 
they are called doesn’t matter. 
These things, the thousand and one obstacles to smooth 
and successful storekeeping, are what the merchant has 
paid his profits for. Universities issue degrees, couched 


in the language, on sheep skins—‘Master of Art,” 


“Master of Science.’”’ and so on. In the College of 


Experience, successful merchants win a master’s degree, 


too—“ Master of Difficulties.” Mastering difficulties is 
your business. It is the reason why you, not someone 
else, has the privilege of operating your store, and bank- 
ing the profits. 


It is our observation that the right philosophy toward | 
difficulties, “grief,” not alone makes existence far more. 
bearable when everything, so it seems, is going wrong, | 


but, furthermore, considerably multiplies retailing suc- 
cess. So long as “grief” is disliked, dreaded, even 
feared, the merchant must guard carefully or he will 
run away from it, refuse to see it. The attitude for 
business success is exactly the reverse. He should be 
looking all the time for “grief’—so he can correct the 
wrong condition, which, it can be put down, is, perhaps 
seriously, affecting the success of his enterprise. 

Look for difficulties encountered by your employees. 
Why don’t Jim’s window displays pull? Why are the 
returned goods so high with Bill and Joe? What is the 
reason Jack, who drives the new delivery car, can’t keep 
his mileage cost down and his repair bill low? Why isn’t 
the new Blank Brand, for which such hopes were held, 
and such investment in initial stock made, selling? 

Why does the sales force “fall down” every Saturday 
during the rush hours? 

Why are not more customers, of those buying adver- 
tised bargains, held as regulars? 

Every merchant should be, in his essential store atti- 
tude, a fighter. Not the clinched fists, blazing eyes type. 
but the quiet smiling variety, which realizes that suc- 
cessful merchandising is not a _ picnic proposition. 
Fundamentally, his retailing enterprise is a struggle. 
There are hosts of things which as permanent or 
transient matters interfere with his success. 

As he is able to overcome them, almost wholly or in 
large part, his success will be measured. 

Anyone could run a business if there were no difficul- 
ties, no “grief.” 

Life, in fact, has plenty of jobs which are “easy” on 
the timid, shrinking mind. There is no “grief,” no 
difficulties worth the name. 

And the rewards are too trivial to deserve the name. 
No red blooded merchant wants such an existence. 

Master of Difficulties. That’s the degree you should 
set out to merit, and as you win, the satisfactions of 
success well won will be yours.—Allith Bulletin. 





“Man is eternally striving towards the light” is a_ 
phrase which has a literal meaning as well as a figurative | 


one. ‘The attraction and pulling power of well-lighted 
store interiors and show windows is a matter which is 
so well established today, upon the basis of exact sta- 
tistics, that it cannot longer be denied. Provided the 
goods and prices are right, it is not too much to say that 
a mediocre clerk can often accomplish better results 
under excellent lighting conditions than the best of clerks 
when the lighting is defective. Electricity is one of the 
divisions of overhead expense which is most certain to 
have its direct results in terms of profit. 








Sellers 


(Once specialties, now staples, 
having all the interesting and 
salable features of a novelty, 
yet with a consistent month 
after month increase in de- 
mand that keeps stock turn- 
ing steadilv and profits piling 
up with regularity and cer- 
tainty. 


If you do not carry the entire 
Everedy line you are missing 


business that vou could have. 


The Everedy Co. 
“rederick,Md. 


EVEREDY 
Bottle Capper 


All steel construction. liea vi ly 
nickeled. Padded Steel ‘base. Never 
stretch post. Spring handle lift. List, 
$1.50. Other models, $1.40, $1.35, 
$1.25. . 


EVEREDY 


Strainer Set ~ 


Consists of Stand, Strainer bag and 
filter bag. Fits any size kettle or 
crock. In display carton. List, $1.25. 


EVEREDY 
Syphon Filter 


Filters and syphons at 
same time. Consists of 
metallic float, filtering 
cloth disc and stretcher 
ring and hose guide 
(hose ‘not included). In 


display carton. List , aioe 


$1.00. 
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Builders’ Hardware Door by Door 


“Metal Doors” 


By W.N. Thomas 


EDITOR'S NOTE.—This is the sixteenth installment of a new series of articles on builders’ hardware appearing 
every two weeks in the columns of HarpwareE Ace. The author, W. N. Thomas, is an acknowledged expert and 
knows how to tell his story. The next instaliment will appear in the March 31 issue. Watch for it and read it. 


HE decreasing supply of high-grade woods for 

interior work, the importance of fire-resisting con- 

struction, and the constant struggle for greater 
endurance in all our modern building activities has 
brought into increasing prominence the use of metal 
doors and windows. This in turn affects the hardware 
to be used as well as its application. 

We are all quite familiar with the manner in which 
hardware is applied to wood doors—the carpenter takes 
the hardware to the door and proceeds to cut the proper 
mortises and holes in the door and jamb with bit and 
chisel—trying and cutting until the hardware fits neatly, 
and then puts in the screws in whatever location they 
come. This makes each door an individual job, and for 
application and result seems to have proved reasonably 
efficient. This method of application does not require 
any greater uniformity of the hardware and screw loca- 
tion than the ordinary methods of careful manufactur- 
ing produces. 

As it is quite impracticable to “cut and fit” metal 
doors on the job, the method of application must be 
— in selecting and making the hardware for 
them. 

Since there are several types of “metal doors,” and 
the hardware for each has its own problems, it will be 
simplest to divide the doors into three groups and con- 
sider the hardware problem for each group separately. 
These are the three groups: 

(1) Wrought iron or bronze grill doors and heavy 
cast-bronze doors. 

(2) Metal-covered doors, generally known as “Kala- 
mein doors.” 

(3) Steel or hollow metal doors. 

The doors in “Group One” are not produced in quanti- 
ties of the same model or pattern but rather as indi- 
viduals or single units. They are usually for the main 
entrance or other important doors of prominent build- 
ings. Each door is designed in size and style to fit its 
particular opening. This makes it necessary to select 
for each of these doors hardware suited in design, size 
and weight to satisfactorily perform its work and fit 
the place provided for it. 

As the doors in this group are “made to order,” it is 
quite desirable that they be designed to take standard 
items of hardware. To accomplish this the maker of the 
doors and the dealer furnishing the hardware should 
consult regarding the hardware so the interests of both 
may be considered. The doors must be made at the 
shop with all necessary holes, housings and reinforce- 
ments worked into their construction. To enable the 
maker to do this it is best, after hardware that can 
properly be used has been selected, for the hardware 
dealer to send it to the maker of the doors to be fitted 
at the shop; when this has been done it can be taken off, 
repacked in its original packages, shipped to the build- 
ing with the doors to be reapplied permanently as the 
final completion of the doors. 


Since the doors of this group are particularly heavy 
and designed for prominent locations, the hardware 
should be of the best quality and suitably heavy. When 
butts are used they should be heavy cast-bronze or brass, 
with large visible ball bearings and five, six or eight 
inches in height, according to the weight of the doors. 
In width they should be no greater than necessary to 
allow. the doors to open as far as their location will 
permit, which is very often not over 100 degrees. 

The less the butt projects beyond the thickness of the 
door the stronger it will be. For example, a 5 in. x 4 in. 
butt will be better to use and stronger than a 5 in. x 5 in. 
providing the 5 in. width is not really necessary to allow 
the door to open to its normal position. Never use less 
than three butts to each door. If the doors are particu- 
larly heavy, say, 300 to 500 Ib., it may be better to use 
a heavy ball-bearing pivot at the bottom and a vertical 
roller-bearing pivot at the top. The vertical rollers to 
take the strain of the thrust of the door. It is very 
common for doors of this group to be so constructed 
that a narrow lock will have to be used. This brings 
the knob hub so near to the edge of the door that lever 
handles must be used so the hand will not be injured 
as the door is opened. It is important to select a lock 
having a particularly strong hub spring to hold the lever 
handles up firmly in their proper position. If the hub 
spring of the lock used is not strong enough, roses con- 
taining auxiliary springs may be used to give added 
strength. If door closers are used, they should be 
heavier than would generally be selected for wood doors 
of the same size. The extra weight of the iron doors 
requires more power for their satisfactory control. All 
items of hardware that are to be secured to the metal 
must be supplied with machine screws of length and 
thread to meet the requirements of the door maker. 

Doors of “Group Two” are made of wood with metal 
in thin sheets stretched over it conforming to all the 
mouldings and angles making a complete covering. 
Doors of this class have rather generally become known 
as “‘Kalamein doors,” although the word “Kalamein” 
was originated as a name for thin sheets of iron coated 
with an anti-corrosive alloy to prevent rusting. Doors 
covered with this were known by the same name, but 
now doors covered with this or with sheets of brass or 
copper are rather commonly grouped under the one name 
—“Kalamein.” 

These doors having wood cores, hardware with wood 
screws designed for regular wood doors may quite prop- 
erly be used. It is desirable that the hardware be fitted 
where the door is made; to aid in this it is rather com- 
mon practice to supply the door maker with a “dummy 
lock” (a lock without the interior parts), a butt, and 
any other items of hardware, so that all mortises are 
properly prepared. It is important that the hardware 
manufacturer have a careful record of such “dummies” 
so that the hardware furnished may conform to them in 

(Continued on page 87) 
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Durability and Dignity 


the 


Zouri Shower Door 


This door adds the crowning touch of luxury in 
shower bath appointment. Its pattern of extruded 
polished bronze, or polished duplex nickel plate, 
makes bathroom beauty complete. The marble white- 
ness of other bathroom fittings reflects in its mirrored 
surface with enhancing effect, and from a practical 
standpoint, the door is just what a shower bath needs 
to keep the water in. 


Zouri is a name new to beshonens fixtures, but old 
in the store front field, where it has become synony- 
Candas sedi nineties atte mous with quality. Zouri standards, known among 

Residence, Hotel or A partment. architects as exceptionally high; are maintained in the 
new product. 











The following standard 2!' wide x 6' high 
sizes are carriedinstock 2'3'' wide x 6! high 
for immediate delivery. 2'6'' wide x 6' high 


With or without grille. Special sizes made to order. 


Zouri Drawn tetas Compan 


Factory and General Offices 
1608 East End Ave., Chicago Heights, III. 


Send for this free 
folder, ‘‘Shower 
Bath Suggestions” 
which gives many 
helpful hints on 
dressing up the 
bathroom. 































A REGISTERED 
TRADE NAME 
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<—=— forGeneral Service ~ 


T is not _ chance but by originality, inven- 
tion, development and. introduction that 
Myers Self-Oiling Power Pumps came into 
prominence and quickly assumed a position of 
leadership. 


Representing as they do the very latest in de- 
sign and modern construction, rendering ag 
they do a standard of power. service not to be 
~— approached by others, sheer merit makes them 
the first choice of those who are discriminating. 

And the range of sizes in different styles 

gives them added value from a sales 

and installation standpoint which can- 
not be overlooked by the progressive 
' dealer who is up and doing for the 
power pump and water system business 

in his community. 
If you have not received a copy of our latc 


catalog, it’s high time for us to mail you one. A 
postal card starts action! 


Mail it today. 















MYERS 
DEEP WELL 





- note ith 


( : : 
° THE FE MYERS & BRO.CO.Ashliand Ohio. 


—_—ASHLAND PUMP AND HAY TOOL WORKS" 
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AS QUICKLY 
AS IT 





MILLIONS OF 
PROSPECTS! 
THE MOST 
WIDELY 
ADVERTISED 


AND USED 
RIM TOOL 





SELLS 


°K Se 00 


THE PACIFIC RIM TOOL Junior—by simply turning the 
crank—removes the rim. Quick! Safe! Easy! A sturdy 
tool requiring no adjusting. 

A GREAT SPECIALTY FOR HARDWARE DEALERS. 
A real necessity for the millions of car owners who change 
their own tires. Specify balloon or high pressure sizes. 








Pa cific Rim Ask your jobber. Export— 
Tool Co, CIFIC!" 

16606 New York 

Waterloo City 

C1 a. JUNIOR 2339 _ 
eveland, Ave., N. 
Ohio R I M 4 O oO L. Seattle 

The Senior—the New Combination tool (for shop use) 





is $10—One Size Fits all Split Rims. 


































“The Blade With the Reputation” 
Makers Since 1883 


CLEMSON BROS., INC, 


Middletown, New York 
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Change 
(Continued from page 41) 


cellar. At first, they used old-fashioned faucets. On a 
cold day, the molasses would not run. Mistakes were 
made in measuring. Our new measuring faucet solved 
a great want of the times. It started our business. Then, 
lo and behold! grocers, instead of buying liquids in 
barrels, bought them in tins and glass bottles of retail- 
ing size. The barrels in the cellar of the grocer passed 
away and with them passed out most of our business 
on measuring faucets.” 
x *K x 

“Then you remember,” said Mr. Asbury, ““when you 
were a stock clerk in a hardware jobbing house that 
there were Mrs. Potts’ sad irons on every hardware 
order. We made these irons. Now the electric iron has 
just about killed the sale of the production of dear old 
Mrs. Potts. This part of our business has shrunk from 
large proportions to a very small volume. 

“Once upon a time, women sat in their homes patiently 
seeding raisins. It was a monotonous, tiresome job. 
We invented a raisin seeder. We sold them in enormous 
quantities all over the country. It was a very satis- 
factory business. Then Mr. Burbank brought out the 
seedless raisin and goodby to our raisin seeder! The 
business evaporated almost overnight. 

is 


“Now, if we had not added other lines—if we had 
not developed our meat-cutters and our coffee mills, we 
would have been put out of the business game. For- 
tunately, however, there are still coffee drinkers in the 
country. Coffeeless coffee has not yet ruined this in- 
dustry. Also, people are still chopping up meat, fruits 
and other foods. They are still making sausages, but 
who knows what day a change will take place? We are 
always trying to develop something new—some new item 
to bring out to take the place of lost sales by reason of 
changed conditions. It may interest you to know,” said 
Mr. Asbury, “that our great meat-choppers, used by 
packers, are a large part of our business. These goods 
are sold by special salesmen who never enter a hardware 
store. One trouble with these machines, however, was 
that unless the workman was careful, he was liable to 
chop up his own hand or arm along with the family 
mince meat! So we had to use our ingenuity to make 
these machines foolproof. No,” said C. W., with a 
smile, “when you eat sausages that are prepared on an 
Enterprise meat-cutter, you can be sure that you are 
not developing a cannibalistic taste for human flesh!” 

> * 

“Then, in the old days,” Mr. Asbury continued, “we 
had a large business on our cork-pressing machine. 
Corks then were made straight. These machines 
squeezed them to the necessary size. Every druggist in 
those days had a drawer full of assorted corks and when 
he wished to cork a bottle, he pulled out this drawer, 
picked out his cork, got the nearest size he could and 
formed this cork in our machines. Now manufacturers 
of corks cut them in a tapered form. Corks are put up 
in packages of certain sizes. The necessity for our 
cork-pressing machine passed out and our sales of this 
item came to an end.” 

x x x 

Then appeared Mr. Watts, an expert on electrical 
goods. Electrical supplies are almost entirely a new 
business. Mr. Watts had some very interesting ideas 
along the lines of change. To illustrate: There was 
the old family washtub. This originally was made of 
wood. Then it got itself changed into galvanized iron 
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and, still having ambitions, it took to itself wooden 
legs and an inside stirrer and became a:washing machine. 
However, being still more ambitious, it annexed a little 
electric motor and so became an electric washing ma- 
chine. Then, just because it had a motor, the hardware 
man said: “I do not know anything about motors. ‘That 
is out of my line.” So he let a whole lot of the electric 
washing machine business drift into other hands. ‘As 
a matter of fact,” said Mr. Watts, “with the exception 
of the motor, there was very little difference between the 
modern electric washing machine and the old-fashioned 
one that had been carried by the hardware dealer.” 
oi ete 

Then, the sad iron of our mammies got the modern 
idea and changed into Mrs. Potts’ irons. Not being 
happy, it became an electric sad iron and then, just 
because it had a wire attachment, some hardware deal- 
ers said, “this does not belong to my line,” and the 
electric sad iron took its departure from those hard- 
ware stores, to be sold by the other dealer. 

. ='s 


The talking machine was sold by many hardware 
stores. There were records. It had to be wound up, 
but the talking machine one night changed into the radio. 
This was electrically driven, so a good many hardware 
men did not take up the radio because they said: “Go 
to! I am not an electrician.” Thus a lot of this busi- 
ness got away from hardware stores. 

2? 


Of course, I might go on at length and tell how | 


harness and whips and all the horse jewelry changed 
into automobile supplies, but all of this is too familiar 
for comment. ; 

There is one point, though, that Mr. Watts brought 
out which sticks up in my mind like a sore thumb. He 
said that it was a curious twist in human nature that the 
sad iron and the washing machine and all the other 
items that have been nartiafly divorced by change from 
the hardware store all show a tendency to get back into 
the hardware store where they started. It is an inter- 
esting fact that the great consuming public, having 
bought all these things in a hardware store, still go to 
hardware stores seeking them. It is very difficult to 
change the buying habits of years. 

Now, there is another angle, viz., the electrical me- 
chanic who has been trained and educated as an elec- 
trician. He is amechanic. He is not a merchant. This 
mechanic has drifted into business. Instead’ of attend- 
ing only to his electrical work, he has added a stock of 
goods. He has attempted to become a salesman. I have 
learned from a number of sources that the results of this 
attempt have proved to be disastrous. The electrical 
mechanic was not a merchant. He did not understand 
salesmanship, the correct figuring of profits, the handling 
of books, just what fixed overhead expenses meant. He 
was not a good collector. He had only been in business 
a year or two when he found himself in hot water. As 
long as he had remained a mechanic, he was happy, 
satisfied and made a good living, but when he attempted 
to become a merchant, for which he had not been trained, 
he lost money. Frequently, he lost all of the savings 


of a lifetime. 
* * * 


This condition, I happen to know, has reacted upon 
the manufacturers of electrical supplies. A good many 
of them are very tired of trying to back up the electrical 
mechanic in his merchandising ambitions. They are 
anxious to put their goods into the hands of the hard- 
ware dealer who does understand merchandising, which 
is the main thing. Why shouldn’t a hardware dealer 


| You sell complete security when you sell this 
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Real Protection 
for Homes and Dealers 


ILCO No. 202—and you secure a satisfied cus- 
tomer who will help you sell the whole ILCO line. 
Most front doors have glass panels that can be easily 
removed by an expert yegg,. and the inside knob 
turned. 

Turning the key in this ILCO model once backwards 
dead-locks both the bolt and the inside knob. 

Send for new catalog No. 7 , 





qi) INDEPENDENT IOCKCO,@®> 


FITCHBURG, MASSACHUSETTS 


Branches 
New York Ose. Philadelphia, Chicago, 
an Francisco and Los Angeles 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob 
Sets, Key Blanks, Auto Switch Keys and Hardware Specialties. 


Detreit, 





el 














No. 10 Ball-Bearing 
No. 110 Cone Bearing 
(2-inch wheel) 
2 popular numbers from a complete line of Ball 
ring, Bearing and Axle Bearing pulleys. 


MAIL COUPON 
for FREE oo 


GRAND RAPIDS 
ALL ~ STEEL 


SASH PULLEYS 


e* 
Grand Rapids Hardware Co. @* 
558 Eleventh St. eo 
Grand Rapids, 
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GREEN’S 
Zh? Improved 
yi, } STOCK BOXES 
Hi? or the convenient hand- 
ling of shelf hardware. 


A strong, attractive box 
at low cost. 


Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 

















Osborne High Grade Punches 





Arch Punches 


Revolving Punches 


Belt Punches 
Spring Punches 


A varied and attractive line for the Hardware Trade. Also: 


Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 
The above tools will please your customers, as well as our 


famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








THE No. 80 FIRE 
POT SATISFIES 


It is economical, durable, and 
has every improvement that 
improves. Jt ts quiet; heats 
heaviest coppers quickly and 
melts a pot of metal at the 
same time; and never clogs. 
We warrant it to please. 


avton & ‘Ame, s 
mrCG.coO v? 


Jobbers supply at Factory Price. 
ares 


‘Bea -letaa 1a. 


a Clayton & Lambert 
Mfg. Co. 


6275 Beaubien St., DETROIT, MICH. 





No. 80 Fire Pot 
Ask for latest price. 

















The IMPROVED B.K.S. Door Check 


Fully Guaranteed. Easily ap- 
plied. Accurate adjustments by 
side screw and lever. Most 
powerful check on market, 
size for size. Lower in 
price. Fine bronze finish. 


Serviced 100%; parts and brack- 
ets always in stock. All sizes for 
all doors. Ask your dealer about 
the B.K.S. or write direct. 


United Hardware & Tool Corp. 


72 Reade Street, N. Y. City 










- lati 


Please send Hardware and Tool 
Catalog. 


NAME 
re 
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employ an electrician or have one of his clerks learn 
something about electricity, and take over a lot of this 
business on electrical supplies that has passed away from 
the hardware store? I have in my files a number of 
facts and figures on this subject. It is possible in a 
later article I may go into the electrical supply business 
in more detail. 
=. 

What I have been trying to do in this article is simply 
to suggest that we live in a world of change—that con- 
stant change is the fundamental law of life and that it 
is only by changing with our environment, with the con- 
ditions that surround us, that each of us can hope to sur- 
vive and reach our highest development. This is the 
law. The curious fact is emphasized that 60 per cent of 
the factors that lead to a change in our business are fac- 
tors entirely beyond our control. In other words, when 
changes start in certain industries, as outlined above, 
60 per cent of these lines that have a vital bearing upon 
the life of each business are entirely beyond the control 
of the merchant. Time after time, it is proved that the 
thing to do in business is not to cling desperately to old 
conditions, but to adopt new lines and have these new 
lines take the place of the others that, by reason of 
changed conditions, have passed away. 





Keeping in Touch 


Being interviewed by newspaper men is an old story 
for Thomas Edison. The Wizard of Menlo Park, as he 
has long been called, is thoroughly at home in the hands 
of the men of “the fourth estate,” in spite of his great 
and serious handicap of deafness. But the other day 
Mr. Edison had a new experience in being interviewed. 
He was taken in hand by a writer for one of the promi- 
nent trade publications. 

The interview brought out a number of vastly interest- 
ing facts about the electrical genius, but perhaps none of 
them more remarkable than his admission that he regu- 
larly reads not one or two or three trade publications, but 
fifty-two. 

Almost anybody will readily admit that Mr. Edison is 
fairly busy. Yet, with all his concentration and with all 
his ability to focus upon the knotty problems which come 
up in his famous laboratory, he has the incentive and the 
desire to read more than a half hundred trade publica- 
tions, marry of which must be outside his immediate 
field of electricity in their interests. 

Time was when many trade papers were looked upon 
as being “for the good of the industry” both as regards 
advertising and editorially. Subscriptions and advertis- 
ing were given merely because it was felt that this, that 
or the other industry “needed a voice” or a regularly 
printed page. But that is far from the case today. The 
average trade publication today does not desire to accept 
advertising copy which is not aimed to produce tangible 
business. And the business man who cannot find many 
times his subscription payment tucked away within the 
pages of the trade papers to which he subscribes prob- 
ably has only himself to blame. 

There is an increasing tendency for the business man, 
particularly the retailer, of one line to subscribe to and 
regularly read representative publications of other in- 
dustries as well as those of his own, and to find in them 
much freshness of viewpoint and interest applicable to 
his own work and business. After all, the business of 
selling, and particularly of retailing, deals with standard- 
ized human emotions and psychology, whether it is hard- 
ware or gravestones that are being offered and sold. 














March 17, 1927 


Builders’ Hardware Door by Door 


(Continued from page 82) 


every way and insure a good fit when the hardware 
and doors are finally brought together in the building. 


If these doors are fitted into iron or steel jambs then . | 
all items of hardware that are secured to the iron or. 


steel, such as butts, lock or bolt strikes, and foot for door 
closer arms, must be taken care of as under “Group 
Three.” 

“Group Three” is intended to include all “steel” or 
“hollow metal” doors. These doors and the jambs and 
trim to go with them are built from sheets of steel and 
when finished so closely resemble wood doors in ap- 
pearance that it is difficult for one to tell them apart. 
The various types of locks and hardware designed for 
wood doors may be fitted to these providing the neces- 
Sary preparation to receive them is made while the doors 
are being built. 

Because these doors are made of thin sheets of steel, 
it is important to accurately make all holes and mor- 
tises and to put in reinforcing plates where hardware is 
to be attached, not only to stiffen the doors at these 
places but also to give proper thickness to insure the 
machine screws getting a secure hold. To enable this 
to be done, samples or blue-prints showing exact meas- 
urements of all dimensions of the hardware to be used 
must be furnished the door maker. These samples or 
blue-prints are known as “templates.” A careful record, 
showing the name of the building, its location, name of 
hardware contractor, name of door maker and dates, is 
kept by the hardware maker, and all items made by him 
for this particular building must be made to these tem- 
plates; that is, it must conform in every way to the 
sizes given by the templates. 

On account of changes necessitated by progressive im- 
provements it is obvious that templates furnished for 
one building should not be used for another without the 
knowledge and consent of the hardware maker. 

Steel doors weigh approximately twice as much as 
wood doors. This should be taken into consideration in 
selecting the butts to make sure they are strong enough 
to carry the doors. Ball-bearing butts should be used 
unless heavy cast-iron butts are selected. 

Cast-iron butts will render long service without ball 
bearings, according to recent government tests. 

One of the leading hardware manufacturers in a re- 
cent letter to their customers regarding “Template hard- 
ware” makes the following request: 

On all orders for templates we ask that you give us 
the following information: 

Name and address of metal contractor. 

. Are templates for hollow metal or kalamein work? 
. Are doors beveled or flat face? 

. Are templates of both lock and strike required? 
Whether strikes are flat or box, and hands. 

. State finish—bronze or iron. 

. Specify hands on all locks. 

. Specify thickness of doors. 

. Specify backset of locks. 

10. Tell us, if possible, the combinations, if door is 
wood and jamb hollow metal or other arrangement. 


OONAURWNH 





HE old saying goes that three times in every per- 

son’s life, and three times only, do people rush 
eagerly to view him. One is when he has just been born, 
one is when he is married, and the third is when he is 
dead. But that old saying needs revision, because there 
is a fourth time: when he is made prominent by good 
lighting. And any and every retailer can easily see to 
it that the white-headed electric push button is pushed. 
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MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles 
suitable for all inds of 
shelving. 


Milbradt Mfg. Co. 


2411 N. 10th Se. 
St. Louis, Mo. 








Russell Jennings 
Auger Bits 


Patented by 







No. 101-E 

‘ Mr. Russell- Jennings 
Electricians in 1855 
Auger Bit 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. 


Chester, Conn. 














SloydKnite  — 
MURPHY’S KNIVES 


Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-six years. 


ROBERT MURPHY’S SONS CO. 
Established 1850 


Oyster Knives Kitchen Knives 


Shoe Knives 


Sloyd Knives Rubber Knives Pruning Knives 
Paper-Hangers Knives Pattern Maker8 Knives and Handles 
AYER Send for Catalogue MASSACHUSETTS 
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VACUUM FREEZER 
Self-Freezing 





Sell it for home use... sell it for pic- 

imi) nickers, campers and auto tourists. 
q i EVERYBODY’S represents the easiest 
4 known method of producing the most per- 
fect ice cream. No wonder it builds prof- 


its for hardware merchants everywhere. 


BUY FROM YOUR JOBBER 


1i4Q BROADWAY, NEW ,Ais 2 ee Ye 
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Buyer—‘Say, this car won’t climb a hill. 


HAVE YOU HEARD T HIS ONE? 
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a good car.” 
Dealer—“T said, “On the level, it’s a good car!’” 


Two small boys, staring in a _ barber- 
shop window of London, earnestly looked 
on as the barber went over his customer’s 
hair with a singeing torch. “Blimey, Bill,” 
one of them ejaculated, “he’s lookin’ for 
"em wiv a light!” 


“You have only two or three buildings 
in this new town of yours.” 

“I know,” responded the enthusiastic 
realtor, “but look at the parking space.” 





A visitor, being shown ‘round the lake, 
asked his guide how deep it was. 

“Well, sir,” was the reply, “we don’t 
know the actual depth, but last year a 
young Australian came here to bathe, took 
his clothes off and dived in, and we never 
saw him again.” 

“And did you never hear from him?” 

“Oh, yes, we had a cablegram from 
Australia asking us to send his clothes on.” 





Father oa ea 
Mother Doug 
Brother rolls the Bones 
Sister Hosiery 





Teacher—“If a farmer raises 300 bush- 
els of wheat and sells it for $2.50 a bushel, 
what will he get?” 

Little Boy—*‘A new car.” 





“When I looked out the window, I was 
glad to see you playing marbles with the 
little boy next door.” 

“Playing marbles, nothing! We had a 
fight, and I was helping him pick up his 
teeth.” 





Mrs. Saterfield (on boat)—“Oh, cap- 
tain, I’m getting so seasick I don’t know 
what to do.” 

Captain—“Don’t 
do it.” 


worry, ma’am, you'll 





It was 20 minutes after five. A husky 
ruralist entered a large gentleman’s fur- 
nishing store in a western city. “Come 
out here a minute,” he said to the nearest 
clerk. The clerk went outside. 

Pointing to the sign in the store window, 
“Given away at 5.20,” the visitor remarked: 
“Well, I'll take "em now. It’s just 5.20.” 

And they finally had to call four police- 
men to end the argument and disperse the 
crowd on both sides of the street. 


In the old days of the draft, an examiner 
was putting Sambo through the usual 
course of questions. “Any previous mili- 
tary experience?” 

“Yes, boss,” replied Sambo. “I’se an 
old-timer. I’se been shot at three times 
befo’ they ever was a war.” 





McAndrew—“Hooray! The wind has 
changed.” 

Convalescent Wife—‘‘Well, mon, what 
of it?” 

McAndrew—“Ye ken the doctor said ye 
needed a change of air.” 





“I suppose you will want me to give up 
my job, Henry, when we are married.” 

“How much do you earn at it?” 

“Sixty a week.” 

“That isn’t a job. That’s a career. I 
wouldn’t want to interfere with your ca- 
reer, girlie.” 

I’ve often stopped to wonder 
At fate’s peculiar ways; 

For nearly all our famous men 
Were born on holidays. 





“What is it?” asked the doctor who had 
been hurriedly summoned at midnight. 

“Nothing this time, doc,” answered 
Newlywed, looking at his watch, “My 
wife just wanted to find out how soon you 
could get here in case the baby was sud- 
denly taken ill.” 

Old Man—“When did the first street 
car start running here?” 

Young Man—“Aug. 3, 1863.” 

Old Man—“I just wanted to be sure; 
I am still waiting for it.” 





Sandy McTavish, proprietor of a corner 
confectionery, was the proud owner of a 
new cash register. One day, when an old 
friend came into the shop and bought 
a 5-cent cigar, the customer noted that 
Sandy pocketed the money instead of put- 
ting it into the drawer. 

“Why not ring it up?” he asked. “You'll 
be forgetting it.” 

“Oh, I'll nae forget it,” replied the wary 
Scot. “Ye ken I keep tract in me head 
until I get a dollar, an’ then I ring it up. 
It saves the wear and tear on the ma- 
chine.” 


You told 
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me it was 


A few years ago some of our tourists 
used to cook in a tin can instead of riding 
in one. 

Smith, awaiting enrollment, gave his oc- 
cupation as “Mason and Builder.” Murphy, 
next in line, said “Knights of Columbus 
and Bricklayer.” 

“It must be three years since I saw you 
last. I hardly knew you—you have aged 
so!” 

“Really! Well, I wouldn’t have known 
you except for that dress.” 





Ardent Lover: “Speak, oh, speak just 
those few words that will mean heaven to 
me.” 

The Flapper: 
yourself.” 


“Aw, go out and shoot 


“IT have a book you ought to read. Shall 
I lend it to you?” 

“Heavens, no! I can’t even find time 
to read all the books I ought not to read.” 





A girl was asked to write an essay on 
“man” and submitted the following: 

“Man is what woman has to marry. He 
drinks, smokes, swears and doesn’t go to 
church. Both sprang from apes, but 
woman sprang the farthest. 





“How long you in jail fo’, Mose?” 

“Two weeks.” 

“What am de cha’ge?” 

“No cha’ge, everything free.” 

“Ah mean, what has you did?” 

“Done shot my wife.” 

“You all killed yo’ wife and only in 
jail fo’ two weeks?” 

“Dat’s all—then I gits hung.” 





“Let me see,” said one of the chums. 
“I know most of your folks, but I have 
never met your brother George. Which 
side of the house does he look like?” 

“The one with the bay window,” inter- 
posed the small boy of the family. 





The street arab stepped on the weighing 
machine 

In the light of the lingering day. 

A counterfeit penny he put in the slot 

And silently stole a w-e-i-g-h. 
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If He Asks For A 
PIPE WRENCH 
Hand Him a 


TRIMo 


—It’s Good Business 


TRIMO Wrenches are 
thoroughbreds—the kind 
that bring good will 
through high class per- 
formances under all con- 
ditions. 





Good to look at! 
Good to work with! 
Good to maintain 
your reputation for 
selling reliable high 
grade tools! Spe- 





TRIMO Pipe 
Wrenches in 





cial selling points: 


Nut guards 

Pressed steel 
frame 

Teeth that grip 


STEEL Handles 
in eight 
sizes 
6, 8, 10, - 
14, 18, 24, 36 
and 48 inches. 


In WOOD 
Handles in 
four sizes 
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ELL over 
half of the world’s 
handle users buy T. 
D.& W.Handles and 
gladly paythesmall 
premium asked! 
There must be a 
reason. Write today 
for a catalog—better 
yet, a trial order! 
Turner, Day & 
Woolworth Handle 
Co., Incorporated, 
Louisville, Ky. 





6, 8, 10 
and 14 inches. 


but will not 
lock. 


Nearly forty years’ ex- 
perience in making 
America’s finest wrenches 
is built into ever y 


TRIMO Wrench. 


TRIMONT MEG. CO. 


Roxbury (Boston), Mass. 





America’s Leading Wrench Makers for Nearly 
Forty Years 








Beauty 













Ask for These Cop yrighted Brands 


Daniel Boone Perfection 
American Beauty Triumph 
Daisy Hercules 
Sunflower Success 
Peerless Eagle 


Royal Oak 





handles 
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Car Owners 
are entitled to better 


Garage Doors 


No need now for car owners to have garage doors 
that sag, stick and jam; that won’t stay either open 
or closed. For you can specify A-P garage door 
hangers to replace old hardware, on old doors, just 
as well as for use with new ones. 


A-P “1189” is the favorite Round-a-Corner garage 
door hanger. It has the famous A-P high carbon 
steel round track which, with lubricated roller bear- 
ing hanger wheels, forms an easy running, round-a- 
corner door, free from all side friction. And A-P 
doesn’t balk, buckle or jump the track. It is quiet. 
So quiet that its silence says more than a million 
words. 


Made to fit openings with any number of doors. Sells in 
various combinations and costs no more than the ordinary 
flat track type. 


The only moving parts on the entire garage need the best 
equipment that can be had. A-P “1189” Round-a-Corner 
garage door hardware is first choice with many thousands 
of architects, contractors, builders and car owners. 


Hardware dealers should have A-P Catalog No. 95 show- 
ing this and other hangers along with all kinds of building 
hardware. Write for it on your letterhead. 


Hardware Dealers 


cell us that pushing A-P hardware for garages, homes and 
all buildings builds up their reputations as good hardware 
merchants. It will do as much for you. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Overhead Carriers 
Door Hangers 


Spring Hinges 
ire Door Hardware 


Garage Door Hardware 
Rolling Ladders 


Allith 


Manufacturers of the Finest Line of Garage 
Door Hardware 
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RIFFIN Butt Hinges 
~ are made to conform to 
and harmonize with 
every scheme of mod- 
ern architecture and 
interior appointments 








ERIE, PENNSYLVANIA 
h Offices_, 





28 BINFORD ST. BOSTON 
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COwork 








Use Reed and Prince 
wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sheradized or hot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 
and specialties. 


Millions of product 
—gone standard for 
accuracy ana quality. 

8899 





REED & PRINCE MFG.CO, 


? WORCESTER, 
WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 
ele 
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A Lock That Never 
Gives Way 


Protection is what is expected of a high grade 
padlock—and the Eagle Extended Metal, Pin- 
Tumbler line gives service that more than ful- 
fills expectations. 


Suggest it, when your customer asks for real 
security. 





No. 04283. 2-inch. (Illustrated). 


Case—Solid extruded brass with brass shackles for 
protection against moisture. 
Steel, case hardened, galvanized shackle, if 
wanted, giving extra protection against filing 
or forced entry. 
Highest grade padlock made. 
All interior mechanism of brass or bronze. 
Made in 1, 1%, 1%, 134, 2, and 2% inch sizes. 


The Eagle Quality Line 
Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 
Wood Screws 


Eagle Lock Company - 
General Sales Office 
Greesacrern 26 Warren St. New York AIS OE ORV OPE 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIL. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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Deliveries 


The solid support of our Dealer 
friends has favored us in recent 
months with a flow of orders which 
called on our utmost capacity. 








Many of the orders on [Bealers 
were, and are, conditioned on quick 
deliveries, with our Dealers’ sales 
dependent on factory production. 


Our answer has been more machin- 
ery, not alibis. We've put in equip- 
ment for rush-order service under 
peak-load demand — cost what it 
might. 






GF Allsteel Shelving 
is rigid—as only 
steel can be 


GF ALLSTEEL Shelving may by assem- 
bled in as large or small units as you desire 
and without using special tools. Material 
may be stored so compactly that 10 to 30 | 
per cent more storage space is available. 
Easier visibility facilitates stock keeping. 
Built of fire-resistant steel — adjustable, 
moved or altered without loss—a perma- 
nent asset. 
A copy of our book “Saving with Shelving”’ 
will be a great help when planning any kind 
of storage space. Just send us your address. 
THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio oe. In Canada, Toronto 
Branches and Dealers everywhere 

The GF Alisteel Line: Sates - Filing Cabinets + Sectional 
Of Grice + Desks + Tables -+ Shelving . Tansee © 

Cases + Storage Cabinets -« Document Files + Supplies 


We can now back up your delivery 
promises (on all stock sizes) from 
stock, so your service will be as 
safe from complaint as the quality 
of your Allen screws. 


The Allen Mfg. Co. 
L139 Sheldon St., Hartford, Conn. 


Branch Offices: 


W. C. Stauble R. E. Gregory 
2909 Waverly St. 1029 Wesley Ave. 
Detroit, Mich. Evanston, Iil. 





E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 
Philadelphia, Pa. San Francisco, Cal. 


[ 














SHELVING 


—sss— Attach this coupon to your firmlietterhead SS"""“™I 
THE GENERAL FIREPROOFING CO., Youngstown, Ohio (H. A.) 
Please send me without obligation a copy of your book “Saving with Shelving.” 
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New Features 
For New Profits 


Geome Fire Extinguisher advertising in 23 
representative magazines of national cir- 
culation is sending customers into the 


stores for 


The 
FIRE 
EXTINGUISHER 
AND 


Gust FIRE 
EXTINGUISHING LIQUID 


Why not cash in on this demand? 


IMPROVED 









Get your share of Bg Fire Extin- 
guisher business by keeping these 
extinguishers displayed out in front. 


You can make your tie-up with Gren 
Fire Extinguisher national adver- 
tising more effective by putting Bang 
Fire Extinguisher dealer helps towork 
for you— a Hew Fire Extinguisher 
display tells its own sales story. 


Gee Fire Extinguisher advertising 
is continually selling the consumer 
—is backing you up. Dealers have always 
made money selling Gag Fire: £xtinguishers— 
and always will. They are favored for their 
dependability. Their new features mean new 
profits. Every home and automobile owner is 


a prospect. 


A Gpeut FIRE 
EXTINGUISHER DISPLAY 


Tells Its Own Sales Story 


A Gem Fire Extinguisher sales representative 
or your Jobber’s salesmen will gladly explain 
how these improvements have made a good 
extinguisher better. 


Order Now Through Your Jobber 


PYRENE MANUFACTURING CO. 
NEWARK, N. J. 
**Fortify for Fire Fighting” 
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Move your merchandise faster with. Warren “Economical” 
Display Tables with Glass or Wood Compartments. 


Warren Fixtures Are Helping 
22,000 Retail Hardware Stores 
Grow Bigger! 


Thirty-odd years ago, the first retail 
hardware store installed Warren Fix- 
tures—-originated by Warren. ‘Today, 
Warren Fixtures are increasing turnover 
and profits in 22,000 Hardware Stores 
throughout this and foreign countries. 
These stores show by their sales returns 
that Warren Fixtures—Wall and Dis- 
play Cases, Counters, Display ‘Tables, 
etc-—combine the highest degree of 
storage service, accessibility, merit in 
design, structural strength and selling 
effectiveness. And it may be a coinci- 
dence, but Warren users are generally 
the most successful merchants. 


Warren Sectional Hardware Fixtures 
When N. Kaufman & Co. of Indiana Harbor, Ind., says: 


“Our business has increased 25 per cent since installing 
Warren Fixtures,” they show that people like to trade 
in stores that are Warren Equipped. For Warren Fix- 
tures, in a Warren planned store, displays merchandise 
in a way to make shopping easier; in fact, easier to buy 
than not to. The neatness and arrangement attract; 
selection is simplified; more sales follow, logically. 
You are certainly interested in making your profits grow 
bigger. A Warren Representative will be glad to show 
how Warren Service will help you—how Warren Fix- 
tures, selected and designed according to a skillfully 
prepared floor plan—will attract trade, increase sales 
and profits. 


Catalog of Warren Fixtures sent on request. Check 
the coupon. 

Our Folder featuring Display Tables, with glass or 
wood compartments, will show new avenues for 
profit. Fill out the coupon. 
“THE WARREN BLUE BOOK.” This reference 
book on store arrangement is full of Blue Print 
Floor Plans of actual stores—Show Windows and 
Store Fronts—and offers unusual suggestions to 
those contemplating store changes. Mail the 
coupon. 


J. D. Warren Mfg. Company 
159 No. State Street Chicago, Illinois 


: J. D. Warren Mfg. Co., Chicago, IIl. - 
g Please send me: _ [] The Warren Fixture Catalog. g 
g J Display Table Folder. [] The Warren Blue Book, g 
t featured in Hardware Age. 5 
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‘“‘Cleveland’’ 
Grindstones 


HARVEST KING 


Illustrated are 
two of the 


well known 


“Cleveland” 
Grindstones, 
products en- 
tirely familiar 


hard- 


ware trade for 


to the 


eighty years. 
Be sure your 
stock is com- 
plete for the 
spring trade. 





Frame of heavy angle steel 
i4%” x 14%” x %”, strongly 
braced and is equipped with 
our standard high grade se- 
lected ‘“‘Cleveland’® Grind- 
stone. Shipped folded com- 
plete, stone crated = sepa- 
rately to save freight. 


STERLING 





Substantial light running, 
mounted with a ‘‘Cleveland’’ 
Grindstone, genuine Berea 
or Lake Huron grit, which 
we alone manufacture. 19 
to 22 inches in diameter. 
1%” to 214” thick. Frame 
can be set up in a jiffy— 
merely by manipulating one 
bolt. Shipped knocked down 
and crated. 


The Cleveland Stone Company 


283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 








Increase Your 
Paint Turnovers 


2 


The quickest and surest way to do this is to 
keep posted on what other dealers are doing. 


One tried and proven way to increase your 
Paint Turnovers is to dress your show windows 
so they will positively TALK PAINT. 


Another plan is to hold a Demonstration Day 
and get the people to your store. Still another 
plan that is very successful is to “follow up” 


every building prospéct in your locality. 


All these methods and many others are inter- 
estingly presented in the Special Paint and 
Varnish Issues (the fourth issue of each month), 
in Hardware Age. It will pay you to read the 
articles on Increasing Your Paint Sales in these 


issues. 


7 


HARDWARE AGE 
239 West Thirty-ninth Street, New York 
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Weod Screws 
Drive Screws 
Ceach Screws 
Machine Serews 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Serews 


Special Automatic Serew 
M Preducts 


Steve Belts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Steve and Tire Belt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Farnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 














Mi dae 


NNN: 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
Western Factery—Dayton, Ohic 
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ooking Devices 


A line that’s 
easy to sell 


Standard Electric Ranges 
are easy to sell. Sturdily 
constructed, beautifully de- 
signed and finished. They 


show you a real profit. 
Write for Catalog 





The Standard Electric 
Stove Co. 


TOLEDO, OHIO 
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The U. S. Government uses 
Spruce for airplanes because 
of its lightness and strength. 








Babcock uses Spruce for 
Ladders for the same good 
reason. Babcock Ladders 
are SAFE. 








A style for every purpose. 
We pay the freight. | 













W. W. BABCOCK CO. BATH, N. Y. 
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and let the power of suggestion get to work selling 
paint. 

Suggestion can be used in many ways. Good dis- 
plays suggest the need of new paint. 


Your Chamber of Commerce should be glad to push 
a “Clean Up and Paint Up” Week, which will sug- 
gest the need of painting to every person in your 
town. 


The fourth issue every month of Hardware Age 
brings you facts and ideas about paint merchan- 
dising. 

A special section in this issue carries the advertis- 
ing messages of the foremost paint manufacturers. 
Read what other successful hardware dealers are 
doing to push paint sales. Learn how the paint 
manufacturers are willing to help you. 


Clean up and paint up your own store, put in some 
good selling displays, and let the power of sugges- 
tion roll up paint sales and paint profits. 
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Sell the Best 
HARDWARE 


For Hard-wear 





For more than 50 years 
Bommer Spring Hinges have 
maintained their leadership and 


Oo; |= 

















6 proven their superiority over all 
re) | others. 
Se They have kept pace with ee 
| i times, because they have 
a up with the times 1s ase 





improvement was possible. 


BOMMER 


SPRING HINGES 


ARE THE BE 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
_~ most satisfactory spring hinges 
ma e. 


Your Jobber handles them. 

Send for New Catalog 47. 
big help in ordering. 
Bommer Spring Hinge Company 
Manufacturers BROOKLYN, N. Y. 


It is a 























SHARK BRAND CHISELS 


BEAR THIS TRADE MARK 


Trade Mark 





Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
ESKILSTUNA, SWEDEN 













SHARK BRAND 
CHISELS are sturdy 
and well made and 
craftsmen and loy- 
ers of good tools 
appreciate 
quality. 


Beveled their 
Edge. Regular 
seveled Edge. 

Socket Chisels. 


3utt 


tecause of their repu- 


tation as dependable 
tools, they sell with little 
effort, which means sure 
profits to you. 
Order from your jobber today, or write. 
We carry a full line of Swedish Made Tools and Hardware. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
116 Broad St., New York, N. Y. 


304 Railway Exchange Bldg., Montreal, Can. 


Minneapolis, Minn. 
Seattle, Wash. 



















FORSTNER 
Labor Saving 


AUGER BIT 





Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by ite 
circular rim instead of its center, 

consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true gpm surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
the tool combined. or core boxes, fine 

and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 










Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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A&E 


MEASURING TAPES 
FOLDING RULES 





“HOME” STEEL TAPES 


*% in. wide. Strong, bent 
leather cast. Self-Opening 
handle. Nickelplated mount- 

ings. 

New ‘“‘Endfastener’’ (PF at. 


applied for) is making sale 


after sale. 





“STAN DARD” 
PLUMB BOBS 


Made in 9 weights from 4 
to 24 oz. Brass with steel 
point. Perfectly balanced. 


“FAVORITE” 
for Builders, 
Farmers. 
plete outfit with wooden box, 


LEVELS 
Carpenters and ~ 
Easy to use, Com- 





Plumb bob, rod and tripod. 
FOLDING RULES g 


% or % in. wide. Hardwood, 
durable finish. yellow or white. Attractive display material 
Securely riveted spring joints furnished with order. 

that stay ‘‘put. ‘ 


KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton Street General Office and Factories, HOBOKEN, N. b 


CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
$86-20 S. Dearborn St. 817 Locust St. 30-34 Second $t 6 Notre Dame St & 


a! 


Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes x 
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(CHICAGO) - 
SPRING HINGES 


(A Type for Every Requirement) 





**Triplex”’ 
Spring Hinges 
For 
Lavatory Doors 





Adjustable 
Clamp Flange 





Type 2242 


The surest way to increase profits is by reduc- 
ing expenses. 

Type 2242 lavatory spring hinges will eliminate 
any extra labor and expense of cutting partitions 
or using shims if thickness varies. 


Send for Catalogue No. H-42 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 


uU. S. A 














Poultry Netting 


G. F. WRIGHT STEEL & WIRE CO. 


Worcester, Mass. 























KEYSTONE 


itust-Resisting Copper Steel 


Sheets 


AND ROOFING TIN PLATES 


Highest quality products, which offer maxi- 
mum endurance and resistance to rust. We 
manufacture acomplete line of Steel Sheets 
and Tin Plates adapted to every purpose. 


Black Sheets and Special Sheets 

Apollo Best Bloom Galvanized Sheets 
Apollo-Keystone Galvanized Sheets 
Galvanized Culvert, Flume and Tank Stock 
Formed Roofing and Siding Products 

Tin and Terne Plates, Black Plate, Etc. 


American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 


oo“ SALEs a 
Cincinnati Denv Det. 
Philadelphia 5 ee “st. 
Pacific Coast Representatives: UNITED States STEEL i Co., San Francisco 
Los Angeles Portland Seattle 
Export Representatives: UNITED STaTES STEEL PRODUCTS COMPANY, New York City 





















Chicago sow Orleans New York 











Little Things Like Tacks 


Years ago we realized that common little 
things, like Cut Tacks and Carpet Tacks, 
were worthy of improvement. 


So, we set out to make TACKS with Good 
Heads, Sharp Points, and Strong Bodies. 


The increasing demand for BAUR TACKS 
is the best proof that QUALITY is appre- 
ciated, even in little things like TACKS. 


Send for SAMPLES—no obligation. 


BAUR TACK COMPANY 
1419 Standard Ave. 


[BAUR 


Our complete line also includes Staples of every descrip- 
tion, Double Pointed Tacks, Basket, Clout and Trunk Nails. 


Write for Samples and Prices 


Indianapolis Indiana 
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Brass Screen Numbers 


POLISHED BRASS SURFACE, WITH BLACK 
INLAID FIGURES, MOUNTED ON BLOCKS 


a 


inn MN 
“i i} ee 
ny 


© ( 





Reduced ‘Size 
The numbers are mounted 1 to 25, on wallboard, conve- 
nient and clean way to handle and display mney 
FULL SIZE OF NUMBERS IS 7/16” 


PACKED IN SETS, IN BOXES 


The assortments can be put up in any combination that 
you want. The usual seetiied is either 1 each or 2 each O 
to 24 or 1 to 25, and the same 25 to 49 or 26 to 50, and 
50 to 74 or 51 to 75, and 75 to 99. 
The numbers can also be ordered in bulk, that is, all of 
one numeral in a box. 


THE BRAINERD MEG. CO. 
EAST ROCHESTER, N. Y. 











LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 

raph cartons of | lb. 4 lb. and % lb. and in 

at Papers. We would «th like to quote you on 
Mixed wn Grass. Please give us the oppor- 
tunity. 


1927 CROP 


Before buying for delivery after 1926 crop, send us e 
list of your wants that we may quote you i our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices, 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


COLONIAL BOY COPYRIGHTED Bristol, Pa. 

















KIMBALL 
LIGHT ELECTRIC 
ELEVATORS 


These Elevators are quickly and easily ‘installed 
in your buil ding. They are easy to operate and 
give as fine a service as elevators costing many 
times as much, 

They are built in several capacities, ranging from 
1,000 to 3,000 Ibs. 

Kimball makes more light electrics than any other 
one type. These machines have given satisfaction 
wherever electric elevators are used. 












KIMBALL ELEVATORS: CO. 


1117-41 ninth st. Council Biufts, lowa 


“Pg 
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ws 
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Kimball Elevators 
A Step Ahead--- 


e ap 























Show More, Sell More! 





Carrick Hardware Co. are increasing their sales by using Heller Equipment 


Take the pictures out of the mail order catalog 
and they won’t do any business. 

Your display of the original article is more ap- 
pealing than any picture that may be had. 

A Heller man can show you how to get an in- 
crease of from 50 to 100% if you will follow his 
simple, inexpensive tried-out plan. It won’t cost 
a cent to talk to him. Just mail coupon TODAY. 


W C H I] r & C 700 Bryant St., Montpelier, Ohio 
° ° e e 0. 20 Vesey St., New York City 
Kindly have your man call. I would like to increase my knowledge of 
Merchandising Hardware. 


Pee eee aes ba ae beak bab wedned so ease. oe cbcsnewee 
8/17/27 
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Sherman Hose Couplings are made of 
heavy wrought brass — accurate ma- 
chine cut threads—deep, clean corru- 
gations. A high quality item. Made 
in hose sizes—%”, 14”, 544” and 3%”. 
In cartons for stock. 





Patented 


Quality Fittings Mean Hose Efficiency 


THE SHERMAN WROUGHT BRASS HOSE FITTINGS 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


H. B. SHERMAN MFG. CO. 


Patented 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
4%” size only. 


- Battle Creek, Mich. 











A Painter’s Scraper 


That Will 
WEAR 


A blade made of the best 
grade steel, carefully hard- 
ened, tempered, ground and 
finished. A rosewood handle 
permanently fastened to the 
blade with nickel silver lock 
rivets. These are the “talk- 
ing points” that talk for 
themselves and make the sale 
of the Lamson Painter’s 
Seraper a pleasure rather 
than an effort. 


Our catalog describes many 
pieces of high grade cutlery. 
Send for your copy. 





LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U.S. A. 

New York Office—36 Warren St. 


Boston, 7 Water St. Chicago, 1732 Republic Bidg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 


FOR SALE 
Remington Arms Co., Inc., 


of Delaware 
(Controlling Remington Cash Register Co.) 


7% First Preferred 
8% Second Preferred 
Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights. to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 
of New York 
Capital Stock 


The Senneee has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 











Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





J. L. THOMSON MEG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


RIVETS 














“IT Make the best Hammer” 
D. Maydole, 1843 








The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 








THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 








> DROP FORGED 
29 WRENCHES 


Designed and proportioned to give stiff- 
ness and tensile strength. Made accurately 
and = in machining and finish. Send for 


Oatalog B- 
ARMSTRONG BROS. et co. 
314 N. Francisco Ave., ieage, Ill., U. S. A. 
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In a Close Corner or 
on Ordinary Work— 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 


It is THE automobile wrench. Strongly constructed and 


THE STANDARD 
“S” WRENCH 





easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. 
design, carefully hardened and tempered. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 





Graceful in 
Write for 











— 








Price $1.50 
Complete 






How’s This 
for a Handy Hack Saw? 


Instead of banging away with a hammer and cold chisel 
in a tight place, drop into the nearest supply house and 
get yourself a 


K- 


CONVERTIBLE 
SAW FRAME 


It’s a complete tool. The 3” 
blade gets around obstructions, 
and even the 12” blade can 
be used in very narrow space. 
ee plated steel frame takes 

» 8, 10, 12-inch blades. 
ed steel ‘pistol grip handle 
for comfort. If not at your 
supply house, write direct to 











K-D MANUFACTURING Co. 
Lancaster, Pa. 
Export Department: 


Woolworth Building, 
New York City. 
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KILBORN & BISHOP 


Made from 
KILBORN STEEL 


A Special Steel Adapted to Tools of this Character 
ARCH PUNCHES 


This Punch is only one of the 52 distinct 


“GREEN LINE TOOLS” 


4," to 3” diameter. Drop Forged. One Piece 


THE KILBORN & BISHOP CO. 


New Haven Conn. 


Manufacturers of the ‘‘GREEN LINE TOOLS’’ 
Reg. U. 8S. Pat. Office 
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The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


Kansas City 


New York City 





Georgetown, Conn. Chicago 
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—= WINTER BROS. CO. Wrentham Mass. 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices. 


MAKE EVERY DAY COUNT 


New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. | 





Wire Products 


for every need 


Nails of all kinds, Staples, 
Cambria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 





BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, PA. 


BETHLEHEM 
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AUGERS, BITS, SMALL TOOLS 
That lead their own way through 


When you sell Snell Boring Tools 
vou make satisfied customers. They 
depend on your good judgment in 
choosing tools that stand the test! 
Have you a complete assortment to 
offer them? 

Send for the Snell catalog today! 


Now ready 


RED ROVER 
a new fast-selling 
electrician’s bit 
that stands the gaff 
of severe service. 
Send today for des- 
criptive circular. 





Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives 


John H. Graham & Co., 113 Chambers St., New York City 





The Original and 

Strong Glass Head 

Sharp Steel Point 
Moore Push-Pins 


Nationally Advertised for 
26 Years 
Used in Homes Everywhere 


Moore Push-less Hangers 
For Heavy Pictures, etc. 


Handy 10c pkts. 


Send for illustrated folder 
and Price List ineluding 
Thumbtacks, also sam- 
ples of White Enamel 
(up Hooks and 


No. 24 No.25 No.27 
Numbered Brass 


Moore Push-Pin Co. Screen Thumb- 
Philadelphia, Pa.| tacks. 








(Wayne Jurction), 








PREMAX TENT EQUIPMENT 
IS STRONG 


GTAKES and tubular tent uprights and ridge poles 
made of high grade steel are demanded by the 
modern camper. 

Strong to stand the hard usage of the motor camper 
who pitches and strikes his tent every day. 

Light weight and designed to be conveniently packed 
and transported. Parkerized Rustproof of course. 
Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal Stamping Corporation 
Dept. HA-7 
Niagara Falls, New York 








Permanent magnet which holds 


Robertson “Horseshoe Magnet” Hammers 
the tack in position for driv- 


— 
ing. Awarded the Silver Meda! 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. 8. Pat. Off 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 

















Send for our illustrated Catalog of 


Granite Cutting Tools 
Trow & Holden Co., Barre, Vt. 











HACK “JT NOX” SAWS 
oD. 


UNIFORMITY 
“The Tools in Lhe Grad Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS 


HACK SAWS - GAND SAWS <- SCREW ORIVERS - GLASS CUTTERS 


noe 


MACK 


BROWN © SHARPE 
sRele) 


BROWN & SHIARPE ° 
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Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnish. 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. very sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been wore than 10,000 additions and corrections, and these 
all appear in the current edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 





No Nails—No Bolts 
No Rivets—No Slots 


These things which 
weaken a step ladder 
and cause trouble and 
accidents are left out 
of the 


Trade-Mark 
Super-Strong 


Step Ladder 


What is NOT there can- 
not go wrong. In their 
place we use a Patented 
Steel Step Support which 
firmly trusses the ladder, 
holds each step securely 
and insures SAFETY 
with the strongest con- 
struction known. 

A demonstration closes 
the sale. 


Send for Catalog and 
Prices. Sizes 4 to 12 Ft. 
Special Sizes 14 to 20 Ft. 





Also manufacturers of all types of ladders for farm and house- 
hold and special scaffolding for contractors and decorators 


The Superior Ladder Company 
516 East Madison St., (Lincoln Highway ) 
GOSHEN, INDIANA 


Agents wanted on commission who handle allied line 













DIAMOND 
WRENCHES 


Drop Forged from 
High-Grade Tool 
Steel. Scientifically 
hardened and drawn 
in oil. Jaws like a 
cold chisel. The 
most complete line 
of adjustable 
wrenches made. 

The Diamond Cylinder Head Wrench is especially adapted for 
garage service. A combined Cylinder Head, Spark Plug, and 
Tire Rim Wrench, of very unusual quality. 


Write for complete catalog. 


DIAMOND CALK HORSESHOE CO. 
4622 Grand Ave., Duluth, Minn. 












Makes Seeds Grow! 


If you want your seeds and your seed 
business to grow, stock and recommend 
a 100% pure, safe, effective, fertilizing 
agent— 


Sheep’s Head Brand 
Pulverized Sheep Manure 


Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, all the 
vital elements necessary to produce virile plant life, 
including nitrogen, hosphoric acid, potash and— 
HUMUS! Sterilized of weed seeds. 

Packed in neat containers (2, 5, 10, 25, 50, 100 pounds) 
for convenient distribution to home owners, golf clubs, 
florists, gardeners—anyone who grows things in the 


soil. 
Write for prices and free leaflet, ‘“‘How to Make 
Beautiful Lawns and Gardens.”’ 


NATURAL GUANO COMPANY 
814 So. River St., Aurora, Ill. 








American Steel & Wire 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 

NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails. 

ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S., Monitor, Prairie, Banner. Steel Gates. 

BANNER STEEL POSTS. 

CONCRETE REINFORCEMENT. 

BALE TIES: Old reliable brands. 

TELEPHONE WIRE. 

WIRE for every purpose. 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. 8S. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle 


Quick Delivery. Write us for selling plans. 
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sale or retail trade — install 
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Classified Advertising Rates 
Opportunity Exchange Section 
Set Solid, Minimum of 5 lines... .$3.00 


i inch 





) Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Each additional inch........... - 4.00 


= 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 


-+++$5.00 








Average 10 words to a line 
Allow One Line for Keyed Address 








Hardware Age, Classified Oppor- 

Each additional line........... .60 : ; a tunities, 239 West 39th St... New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 

Each additional line............ .80 4 insertions, 10% off; 8 insertions, 15% Hagpwake AGp is published eack Thursday 


Remittance Must Accompany Order 





Forms close Ten Days previous to date of 
publication 














BUSINESS OPPORTUNITIES 


HELP WANTED 








) GET MORE BUSINESS 


Is the Universal Cry of All Hardware Ketailers. 
Don’t hope and wait for it. Go after MORE BUSINESS-——by 
advertising. Nothing succeeds like the RIGHT KIND OF ADVER- 
TISING, and that is the kind we offer you; an advertising service 
built and planned for Hardware Retailers. Write for information. 


Hardware Age Service, 243 W. 39th St., New York, N. Y. (6th Floor) 


‘enced. 











M. M. GODSCHALK 
Merchandising Engineering 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted 
101 Park Ave., Room 1403, New York 








Telephone Caledonia 1374 8 


th. 








FOR SALE—Hardware business and stock consisting of hardware, 
tools, paints, wallpaper, housefurnishing and farm implements in country 
town of 2500 on Main Street and on main road half way between Hartford 
and New London, Conn. Price reasonable and also rent cheap and the 











property can also be bought right. For more information address 1. 
HORWITZ, Colchester, Conn., or Hurwit Hardware Co., Hartford, Conn. 

FOR SALE-—New York City hardware store at invoice or will reduce to 
$5,000. Established 48 years; a good stand; low rent and 8 years’ lease. 
Address Box H-405, care of HlArpwWAreE AGE, New York. 

FREE FACTORY SITE available in Westfield, N. Y., located midway 
between New York and Chicago on three railroads and trolley lines. 
Write to W. E. McELHENEY, Secretary Westfield (N. Y.) Chamber 


Commerce. 








FOR SALE—Largest and oldest established Hardware Department 
store in one of the largest cities in the Middle West. Unusually profitable 
business. Owner retiring. Full information in strict confidence. Address 
The Feibel Bros. Realty Co., 118 South High Street, Columbus, Ohio. 





FOR SALE—Old established hardware business. Oliver Line of Plows 
and Implements; also Tin Shop in connection. Sell at invoice. Only 
hardware in town of 800. Address F. D. SPITLER & SON, Bloomville, 


Ohio. 





FOR LEASE—Store occupied for many years as hardware store. Suit- 
able for retail or for wholesale and retail hardware. Located in Mohawk 
Valley town, drawing population 70,000. Bear close investigation. Ad- 
dress Box H-402, care of HAarpware AGe, New York. 





SPLENDID OPPORTUNITY-—Strictly jobbing hardware specialty 
business and stock for sale. Established 18 years; profitable. ated 
St. Louis, Mo. Low overhead. $7,500 cash will handle. Address Box 


H-460, care of Harpware Acre, New York. 





FOR SALE—Established hardware business in South Jersey; city of 
6,000. Fine opportunity for live man. Must sell account of health. 
Address Box H-465, care of HArpware Acer, New York. 


HELP WANTED 


EXPERT MAN for contract builders’ hardware in New York City. 
Must be able to thoroughly and accurately schedule and order hardware 
from architects’ plans and full size details. Preference for one not in- 
terested in selling. In answer give particulars as to your knowledge and 
experience in this work. Address Box H-463, care of Harpware Ace, 
New York. 











One familiar 
Address Box H-474, care of 


WANTED—Experienced bookkeeper and stenographer. 
with hardware and plumbing stock items. 
Harpware Ace, New York. 


SALESMEN WANTED by a local jobber who specializes in Builders’ 
Hardware and Mechanics’ Tools for the following territories: Long 
Island, Westchester County and New Jersey. ‘Must thoroughly experi- 
Good soporte, for a live wire. State experience and full par- 


ticulars. Address Box H-471, care of. HARDWARE AGE, New York. 





WANTED—Salesman to sell saws, scythes, files and other high quality 
specialties to the jobbing trade. State experience, references and salary 
wanted. Address Box H-479, care of HARDWARE AGE, New York. 





SALESMAN—Acquainted with Hardware Jobbers of Middle West, 
traveling from Chicago, handling long established staple article. State 
experience, age, references, salary expected. Address Box 7203-A, care of 
Harpware AGeE, 1507 Otis Building, Chicago, Ill 


POSITIONS WANTED 











CATALOGUE COMPILER 


Experienced catalogue compiler desires position with reliable 
firm. Fourteen years experience with Jobber, three years 
with printer. Can furnish best of reference. Available 
after April Ist. Address Box H-469, care of HARDWARE 
AGE, New York. 

















YOUN MAN—Single, age 24. Employed for 6 years by manufacturers 
of Builders’ Hardware in office, factory and on road. Has successfully 
handled all classes of help. Has done employment, purchasing and prac- 
tically all work connected with a manufacturing concern. Reslened to 
become Manufacturers Representative, but does not like this occupation. 
Would like to connect with a Christian concern in any branch of the 
hardware field; either manufacturing or distributing. Will start at the 
bottom. Willing to go anywhere. Address Box H-467, care of HarDWarRE 
Ace, New York. 





MARRIED MAN, executive ability. Experienced buyer hardware and 
other merchandising lines. General knowledge farm tools and machinery. 
Attorney. Want to connect with going concern doing volume business. 
Specially fitted for branch manager, department manager, buyer, position 
of responsibility, where character, integrity, attention and wide acquaint- 
ance count. Address Box H-423, care of Harpware Acre, New York. 





POSITION WANTED—Man 33 years of age, married, desires posi- 
tion as manager or buyer for reputable store handling good line, me- 
chanics’ tools, shelf hardware and builders’ hardware; 12 years’ experi- 
ence, 5 years as buyer. A-1l references. State salary. Address Box H-457, 
care of Harpware Ace, New York. 





HARDWARE MAN—40 years of age, 20 years’ experience in general 
line as manager or buyer in large hardware store. . Three years’ road ex- 
perience. Am at present on road. Middle West or South preferred. 
Either inside or outside position with good future. Adrsess Box H-450, 
care of HArpware Ace, New York. 





HARDWARE SALESMAN, twelve years’ experience in general hard- 
ware and housefurnishing goods. Desires position with reliable manufac- 
turer or jobber; at present employed by jobber. Familiar with Philadelphia 
territory. Excellent road record; salary basis; age thirty-three, married. 
Address Box H-473, care of HAarpwAre Ace, New York. 





SALESMAN, experienced, 27 years of age and married. Desires a 
traveling position with a good reputable concern. Am at present traveling 
in Ohio but desire a new connection. Can furnish good references. Ad- 
dress Box H-476, care of Harpware AcE, New York. 





MAN with over twenty years’ experience in the retail hardware busi- 
ness would like to connect with a manufacturing or wholesale firm. No 
objections to traveling. Address P. O. Box 161, Devon, Conn. 
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POSITIONS WANTED 





HARDWARE MAN, 47 years old, 12 years in business for self; 11 
years’ general hardware experience for others. Slight road experience. 
A-1 references. Good health, personality; Protestant, Masonic, married, 
family. Wish to connect with reputable concern as traveling salesman for 
hardware or kindred line. Western Michigan territory preferred. Address 
H. W. OGDEN, Shelby, Mich. 





HARDWARE MAN—FIFTY YEARS OLD; 25 YEARS WITH 
LARGE EASTERN JOBBER IN VARIOUS POSITIONS; 10 YEARS 
O ROAD. EXPERT KNOWLEDGE GENERAL HARDWARE, 
CLASS EXECUTIVE 


CUTLERY, SPORTING GOODS. FIRST 
ABILITY HIGHEST REFERENCES. DESIRES POSITION 


EITHER WHOLESALE OR RETAIL, NEW ENGLAND STATES. 
ADDRESS BOX H-475, CARE OF HARDWARE AGE, NEW YORK. 





SALES ACCOUNTS WANTED 


MANUFACTURERS’ AGENTS covering the States of Wisconsin, 
Iowa, Minnesota and Illinois, will consider one or two additional lines 
with the trade, and can give best of references. What have you to offer? 
Address Box H-470, care of HArpwAre Ace, New York. 


SALES REPRESENTATIVES WANTED 


OLD ESTABLISHED MANUFACTURER of Ash and Garb Cans 
and Pails is looking for representation in Western New York and Penn- 
sylvania, and in the States of Michigan, Wisconsin, Minnesota, Iowa, Ne- 
braska, Kansas, Missouri and Oklahoma. Reply in your own handwriting, 
giving age, experience, territory covered, trade references and concerns 
now represented. Good opportunity for producers. Address Box H-446, 
care of Harpware Acez, New York. 














SALESMAN—Manufacturer of Internationally known goods requires 
men to do sales promotion work on a 50% commission basis to sell sev- 
eral new hardware and automotive tools to consumers, garages, hardware 
dealers, etc. Can easily earn $100.00 per week. One hundred dollars 
deposit required. Address Box H-440, care of Harpware Acz, New York. 





SALESMEN with established trade who can sell sleds or snowshovels 
will make large increase in their income on our special item, absolutely 
new to their trade. Miniature sample or photo gets 95% orders now. 
Square deal and protection for producers. Address Box H-472, care of 
Harpware AGE, we York. 





WANTED—Experienced cutlery salesmen as direct factory representa- 


tives. ‘Complete line of household cutlery and also scissors and shears. 
= re = confidential. Address Box H-477, care of Harpware AGE, 
ew York. 


SALES REPRESENTATIVES WANTED 








LARGE MANUFACTURER of SHEET METAL 


hardware and specialties is looking for sales representa- 
tives who cover the chain, department and novelty stores 
in their territories. Proven sales must be shown. Address 
Box H-461, care of HARDWARE AGE, New York. 














WANTED—Sales Agent with established following calling on larger 
retail hardware trade in Metropolitan New York and also New York 
State to handle on commission basis a line of forged mechanics’ tools of 
recognized high quality already well known to the trade. State present 
lines carried. Address Box H-459, care of Harpware Ace, New York. 





SALES REPRESENTATIVE for Patented Builders’ Hardware Spe- 
cialty for the South. Man who is covering Florida, Georgia, Alabama, 
Louisiana, Mississippi, Tennessee. Write fully past experience, age, lines 
ge . present, etc. Address Box H-478, care of Harpware AGE, 
New York. 





MANUFACTURERS of high grade line of Builders Hardware inter- 
ested in representation in unoccupied territories. Write fully present and 
past connections, territory acquainted with, lines handled, etc. Commis. ° 
sion basis. A real connection for a producer. Address Box H-437, care 
of Harpware Ace, New York. 





WANTED—DISTRICT SALESMEN FOR GOOD SIDE LINE. Re- 
sponsible manufacturer of hardware specialties has attractive side-line 
iproposition to offer good commission salesmen calling on retail hardware 
trade. State exact territory you are now covering. Address Box H-453, 
care of HArpwArE AcE, New York. 





WANTED-—Sales representatives calling on hardware jobbers, hardware 
dealers, and screen manufacturers to sell a new and most practical screen 
nanger. In answering state territory covered. NORWICH SPECIALTY 
COMPANY, 1147 Seward Ave., Detroit, Mich. 








SAFE MANUFACTURER WANTS HARDWARE SALESMAN 
calling on the trade in the South to handle Safes as a side line. Good 
proposition for the right man. Address Box H-464, care of HARDWARE 
Acre, New York. 





TO SELL quality line of automobile and hardware specialties to jobbers 
and large dealers. Give complete information concerning yourself with 
—— - first letter. THE A. FISS COMPANY, 3939 Olive St., 
ot. uis, oO. 








Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 

It’s the place where good hardware salesmen look 
first for real opportunities. 








Welding Compound is best by every 


test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 
ANTI-Borax COMPOUND Co. 
Fort Wayne, Ind. 





@AT MAY 87, 1908 











Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. 





Bridgeport, Conn. 








Plain or enameled in 


STRATTO r~ 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











SEYMOUR SMITH PRUNING SHEARS 


A Full and Oomplete 
Line of Pruning Shears 





Vineyard Patters 


Manufactured hy 
SEYMOUR SMITH & SON, INC., Oakville. Cons. 
les Representatives: John 


Se H. Graham & Co., 118 Chambers &t., New Yerk. 








Send 
for 
Samples 
and 
Test 
Them 





@ STERLING 





Sterling Hack Saw Blades sell. 
Write for Catalog and Prices. Sold by Jobbers. 


Diamond Saw & Stamping Works 
- Buffalo, N. Y. 
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Do you enjoy 
this easily } 


When a customer for coil chain 
comes into your store are you 
able to sell him exactly what he 
wants? Is your stock complete 
so that you need not miss these 
profitable coil chain sales? 

Ask yourself these questions— 
remembering that the uses for 
chain are increasing—that chain 
is rapidly 
replacing 
less durable 
materials. 
Then look 
over your 
stock. You 
can _ profit- 
ably sell all 
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/profits from 
sold staple? 


three patterns of the standard 
high quality coil chain we make. 


The big chain selling season is 
approaching. Farmers need chain 
for repairs to implements and for 
many varied uses around the 
farm premises. Home owners 
need chain for use around the 
house and garage. The building 
trades use chain—coil chain in 
sizes you can stock and sell. 


Here is opportunity to let a 
self-selling staple build up your 
profits — profits you need not 
share with the butcher, baker and 
candlestick maker in other lines 
of business. 


Ms CHA PRYIVUCTS £9 


3934 Cooper Avenue Cleveland, Ohio 
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Coil Chain 
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| : ii The mechanic is the one who knows tool value, 
| | ia working day after day he easily recognizes 


the superiority of some tools over others. 























| : Clemson Bros., Inc., for the last half century 
| 7 Gesc have concentrated their efforts on making 

| a better hack saw blade which is today 
| recognized by all master mechanics. 


The wise hardware dealer today sells 
Star blades as they give him greater turn- 
over, greater profit and are known by 
all expert mechanics. 


We have prepared a chart in order 


that the dealer may know just what 
blade is best fitted for the individual 

| need of his customer. 

: 


Dealers—Write for this free 
chart. 
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“CLEMSON BROS..INC., _MIDDLETOWN, N.Y. 
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